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Lorp & Tuomas Drrecrory 


FOR 1905 gives the Star League 


Newspapers daily average of 
137,162 copies, and shows the 
combined daily average circula- 
tion of all other Indianapolis, 
Terre Haute and Muncie News- 
papers to be 133,045, 0r4,117 
less than the Star League. 








Last December, the 
22d, we made a year's 
contract with the Wal- 
tham Manufacturing 
Company, of Waltham, 
Mass., to advertise and 
push the sale of the 
Orient Automobile. 

A definite appropri- 
ation was agreed upon 
to sell their factory 
output. 

It did—more. 

Four weeks ago, 
while in New York, the 
president of the Wal- 
tham Company, in the 
presence of our Mr. 
Marsh, got the factory 
at Waltham by long 
distancetelephone. He 
authorized enough new 
machinery and labor 
to just exactly double 
that factory's output. 

Do you want the 
reasons? 


1. A splendid automobile. 

2. An efficient factory force. 

3. A wide-awake selling or- 
ganization. 

4. A campaign of Advertis- 
ing and Business-getting (com- 
bined) absolutely new to the 
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Making 9 Automobiles 
Grow in Place of { 


automobile makers—so differ- 
ent and so strong that every 
day the Waltham Sales Manager 
is working into the gray dawn 
of the next morning. 


Welaidawake nights 
over that plan—and 
it’s his turn now. 

We have new busi- 
ness-like ideas that will 
sell anything really 
salable, and we want 
to show you the virile 
truth of the statement 
after you clinch all of 
the foregoing by get- 
ting a good many ad- 
ditional facts from this 
advertiser. 

If you want more 
evidence we will fur- 
nish it from manufac- 
turers whose capital 
ranges all the way 
from $5,000 to over 
$150,000,000. We have 
read this proof and the 
last figure is correct, 
$150,000, 000. 


THE BATES ADVERTISING CO. 
CONVERSE D. MARSH, 
Chairman of Executive Committee, 





182 William Street, New York. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. Georgé P. Rowell. 
FIFTEENTH PAPER, 


The business went on pretty 
well. The first year’s operations 
vindicated the accuracy of the cal- 
culations that had preceded enter- 
ing upon the enterprise. Mr. 
Evans regretted that he came into 
the business too late, for no longer 
could an advertising agent count 
upon the clean 25 per cent. profit 
that had been possible in Palmer's 
time. Our total operations for the 
first twelve months figured up a 
gross sum between twenty-seven 
and twenty-eight thousand dollars, 
and at the end of the year we had 
paid our office expenses, salaries, 
printing, rent, postage and what- 
ever items were incidental to the 
business, and beyond these the 
books showed that the estimated 
net profit of ten thousand dollars 
had not only been realized, but 
was actually exceeded, by two or 
three hundred dollars. 

In the first year after surrender- 
ing the salaried position I had held 
for seven years, my half of the 
earnings of the Agency I had 
established, amounted to a larger 
sum than the total of the seven 
years’ salary added together; and 
yet I have always been of the 
opinion that I did not stay too 
long in the office where my earn- 
ings were so moderate, for there 
was a value in the experience I 
gained, in the knowledge of men 
and methods I acquired, in the ac- 
quaintances I made among men 
who might be useful to me in after 
life; that was worth to me far 
more than the money paid me for 
wages, and I have ever regarded 
it as a mistake when a young man 
has left a position where his earn- 
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ings would permit him to exist, to 
take another in an- office where, 
although he might have an in- 
crease of salary, his opportunities 
for acquiring business knowledge 
and training would be less. No 
man is likely to be a conspicuous 
success, from a business point of 
view, so long as he works for 
somebody else for a_ weekly 
stipend; but so long as he has to 
do this, the fewer changes he 
makes the better it will be for him. 

On one other point, I would like 
to speak to young men in salaried 
positions who will read _ these 
words. Do not forget that busi- 
ness is buying to advantage and 
selling at a profit. You must be 
worth to your employer more than 
he pays you, or there is no profit 
to him upon his investment in you. 
If you are worth to him, a very 
great deal more than he pays you, 
he will know it and others will see 
it. By and by some one will try 
to take you away by offering a 
higher price, In that case it is 
likely that he, too, will advance 
the figure, but it is often much 
better to stay where they know 
you and your worth, than to go to 
another place where you may fall 
short of meeting expectations. No 
salary is likely to permit of 
very great savings; expenses in- 
crease as income increases; but the 
value of knowledge gained may be 
something enormous, and available 
at a moment when least expected. 
The reputation of staying long in 
one place is a valuable asset for a 
clerk. The man who has been in 
ten places in ten years, and can 
refer confidently to each and all of 
them, is not on the high road to 
success. If you are a business man 
and want an assistant you will do 

well to steer clear of the man 
whose experience is so varied, and 
who is always so eager to find a 
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better place, that he does not leave 
himself time to quite fill the one 
he at present occupies. 

A good proportion of our busi- 
ness came from New York. As 
the list of New England papers 
could be managed so well, why 
not have a similar list in the great 
State of New York? I consulted 
advertisers on the subject; some 
thought favorably of the proposed 
expansion, others believed it 
would be best to let well enough 
alone. I made a trip to New York 
City to look over the ground in 
person. Among the firms who had 
favored us with an occasional or- 
der were the publishing houses of 
D. Appleton & Co. and Fowler & 
Wells, the first a great firm of 
booksellers, the other the head- 
quarters of Phrenology, the Phren- 
ological Journal and the myriad 
publications issued by the prolific 
Professor Fowler. 

At the office of the Appletons I 
talked with Mr. George S. Apple- 
ton, a man who had the most for- 
bidding countenance and the cross- 
est, curtest manner of any business 
man I had ever been brought in 
contact with. He said he had used 
our New England list once or 
twice. but did not think much of 
it; very likely might never use it 
anv more; advised me to stop 
where we stood; did not believe a 
New York list would succeed as 
well, and, for his part, saw no like- 
lihood of ever having any use for 
it. Mr. Wells was a_pleasant- 
faced man, well advanced in years. 
He thought the idea ingenious and 
good; advised me to push it for- 
ward, and assured me that his firm 
would surely make frequent use of 
the facilities it would enable us to 
offer. It was eventually decided 
that we would inaugurate the New 
York list, so we made the con- 
tracts, issued our catalogue and 
proposals, and among the first or- 
ders received, for the first month, 
was one from D. Appleton & Co., 
and _it is a fact that from that day 
to the end of the chapter no order 
ever came from Fowler & Wells. 

It is my observation that every 
young man will have, in starting 
out upon-a business career, about 
the experience I have indicated in 
the case of the two firms men- 


tioned. He will obtain less assist- 
ance, less patronage, than he has 
allowed himself to expect from his 
friends and those whom he has 
reason to think he will be able to 
influence, but if he pushes for- 
ward, and works, he will receive 
unexpected aid and_ valuable 
patronage from unexpected sources 
and from entire strangers. In after 
years I once found myself com- 
pelled to take a seat in a railway 
carriage, at a White Mountain re- 
sort, with him of forbidding coun- 
tenance, the George S. Appleton re- 
ferred to above. We fell into con- 
versation, the talk was of business 
matters, methods, perplexities and 
successes. For twelve full hours 
our journey proceeded, as we sat 
and talked, and I have ever since 
liked to think of the day and the 
man. I found him cultivated, 
genial, interested, and helpful to 
such a degree, that I thought, that 
night, and have thought ever since, 
that rarely, if ever, had chance 
brought me in contact with a man 
in every way so charming, and it 
seemed to me in every way so ex- 
cellent. It was a lesson to me, and 
from that time I have never al- 
lowed myself to believe a man 
lacking in lovable qualities merely 
because, on the occasion of a first 
or even a second meeting, he had 
seemed to me to be so. 

Of course there were difficulties 
and worries. Whoever has con- 
ducted an increasing business, on 
a small capital, has learned that 
such a condition entails a certainty 
of being short of funds.. We were 
always prompt with our remit- 
tances, and never hesitated to bor- 
row of A to pay B, even though B 
might be in no hurry for the 
money; in fact, quite willing to 
wait. This practice of prompt pay- 
ment soon gave our firm the repu- 
tation of being better off than we 
were. Oftentimes there was an 
anxious need of a few hundred 
dollars when there was no place 
in sigit from which it could be 
obtained. Then, too, there would 
be days when no business came in, 
and we knew that it must come, or 
the outcome would be fatal to us. 

How many, many times have I 
called on a hesitating advertiser, 
exhibited his proof, given him a 

(Continued on page 6.) 
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Gq A news- 


paper in any 

city nti the lary- 

5 T est circulation de- 
livered in the homes is 


conceded by all shrewd 

advertisers to bethe most profit- 

0 able medium in use. 4 The fol- 
lowing high-grade evening news- 

papers merit the position 

defined above, as in their 

respective localities these 

newspapers have the 

largest home circu- 


A D V - R T F R lation — the kind 
that pays best. 


The Montreal Star. 















The Indianapolis News. 









The [linneapolis Journal. 









The Washington Star. 









The Baltimore News. 









{ Baltimore, Washington, Minneapolis, Indianapolis and 
Montreal, all good publicity points; and products of 
merit may be exploited through this media with satis- 
factory results to the advertiser. 

{ Rates and other information furnished on application. 











DAN A. CARROLL, 
Special Representative. 


Tribune Building, W. Y. PERRY, Tribune Building, 
New York. (Mgr. Chicago Office). Chicago. 
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day or a week to consider, and 
finally been disappointed. I par- 
ticularly remember a Boston man 
who had invented a method of 
tightening the frame of a buck saw, 
that was, he thought, a vast im- 
provement over the old plan of 
twisting a rope with a stick. He 
had some sale for his device, and 
believed it would eventually revo- 
lutionize the wood-sawing business. 
We talked by the hour; I might 
almost say by the day. I went to 
his place of business, and he came 
to mine. The service he had in 
mind would cost $125.00. There 
came a day when his inch and a 
quarter of copy was needed to fil? 
my 20 inches of space in my 100 
New England papers. I would 
have to pay for the space whether 
I used it or not. The order might 
be said to be one that would be all 
velvet if it came. The ad. was in 
type, waiting for a final O. K. and 
order to send it out, when the man 
came in, out of breath from as- 
cending those two flights of stairs 
too rapidly. He had decided not 
to authorize the work, because he 
was in fact very busy, and he be- 
lieved the enormous amount of 
publicity we were to give him for 
his $125.00 would bring in so many 
orders that his workshop would be 
glutted and general embarrassment 
ensue. was grievously disap- 
pointed, and as a final argument 
told him if he would give me the 
order and the money then, I would 
engage to giv: him back every 
cent of the price if he should be 
able to show that, after the adver- 
tising had been done, he had ever 
had a single order from it or, in 
fact, heard from it at all except in 
the way of being solicited by other 
agents to order it inserted in other 
papers. My offer created surprise 
in the man’s mind, but he did not 
give me the order, and it is not 
my recollection that he ever be- 
came well known as a successful 
advertiser. 

One day we had a veritable 
bombshell in our camp, and it came 
from the hands of John Moore, 
our new solicitor in New York 
City. He had found at the office 
of an advertiser, of whom he had 
hoped to make a customer, a list 
of Illinois and Wisconsin weeklies 


for which advertisements would be 
taken at not more than 50 cents 
per paper per month, while our 
price was a dollar: and, more re- 
markable still, the advertiser might 
insert his matter for a single week 
without paying more than 12 cents 
a paper. Evidently here was some- 
thing with which, paper for paper, 
we could not compete. Not know- 
ing about these Illinois and Wis- 
consin papers we were, as a matter 
of course, perfectly confident that 
our papers were of a much higher 
grade, and therefore, in the matter 
of quality, we were ahead. Still 
we could not do the work, by the 
single week, in even the poorest of 
the papers on our list at the price 
mentioned, without having to pay 
to the papers more money than we 
should receive. We could not un- 
derstand it, and the matter gave 
us a great deal of trouble for some 
days; but finally the explanation 
came from the very source that 
had sent the bomb. In the office 
of another advertiser, Moore found 
that an order had been given for 
the mysterious Western combina- 
tion, and copies of the papers con- 
taining the advertisement had been 
received, and, in fact, were there 
on the table and open for ex- 
amination. This Moore proceed- 
ed to make, and his prac- 
tical printer’s eye immediately dis- 
covered that the advertisement was 
on the inside of all the papers, that 
the papers were uniform in length, 
and number of columns, and more 
wonderful still, the type in each 
was identical with that in all the 
others, and the reading matter the 
same. That there was a “nigger 
in the wood pile” was evident, but 
of what sort, and for what purpose 
he was put there, was still a mys- 
tery. We all understand this well 
enough to-day. That was the be- 
ginning of what is known among 
newspaper then and advertisers as 
the “patent insides,” a scheme first 
introduced by Mr. A. J. Aikens at 
the office of the Milwaukee Even- 
ing Wisconsin, later taken up and 
most intelligently pushed into no- 
tice by the late A. N. Kellogg, of 
Chicago. The system has had many 
changes and enlargements of plan. 
It did not come much into com- 
petition with my hundred paper 
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lists for several years, but it did 
eventually, after a considerable 
period, have an important share in 
the influences that eventually drove 
our system out of business. At 
the present day (1905) no less 
than eight thousand papers are 
printed on the now called co-opera- 
tive plan, and the enterprise has, 
I am confident, created at least 
two millionaires. Its possibilities 
are still great, and it might not 
be unwise for Mr. Rogers, of 
Standard Oil, to look into them, 
when his present engagement with 
the copper output and Mr. Lawson 
of Boston shall have ceased to oc- 
cupy his attention. 

$49) 


Lynn, Mass., Mar. 30, 1905. 
Editor of Printers’ INK: 
, I have become very much interestea 
in Mr. Rowell’s reminiscences; have 
read them all, and look with eagerness 
for the next installment, or “take,” as 
a ptinter might say. I hope that when 
he has got tired of writing any more, 
you will collect them in book form, so 
that they can be preserved, re-read and 
still further enjoyed, 
was much interested in the Henry 

Wilson episode. He was the first Colonel 
of the 22d Mass. Volunteers, in 
which I was a captain, and every man 
in that regiment loved him. They just 
could not help it. After he turned over 
the command to Colonel Gove, he never 
lost sight of the regiment, and anything 
that one of “his boys,’”’ as he calied us, 
wanted, he would see that we got it if 
it was to be had. He was a great man, 
and one of the people, if there ever was 
one. Whenever any great measure was 
before the Senate he would always take 
a day or two off and run up home to 
Natick, and find out how it looked to 
his old neighbors. Yours truly, 

Joun L. Parker. 

Editor of the Lynn Item. 

++ 


One of the most interesting, because 
most genuine, bity of biography of late 
given to the public, is that which is 
running in a well-known advertising 
magazine, PRINTERS’ INK, by George P. 
Rowell, tounder of Printers’ INK and 
of the advertising agency which bears 
his name. It is a series of articles 
telling of Mr. Rowell’s life and ex- 
eriences. Incidentally he weaves into 
is reminiscences a great deal of matter 
that is of value to all who are interested 
in advertising from whatever viewpoint; 
and his own story has all the interest 
that always attaches to real stories of 
human life. This one is “very special,” 
because Mr. Rowell uses no varnish and 
no frills, simply telling the things he 
saw and noted as he went along. And 
he had a wide-awake brain, artive legs, 
open eyes and ears and a good memory. 
—H. M. Wheelock, editor of Whee- 
lock’s Weekly, Fergus Falls, Minn., 
February 16, 1905. 
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Tuomas G. Prant Company. 
Boston, Mass., Mar. 7, 1905. 
Editor of Printers’ INK: 

Mr. Rowell’s reminiscences remain a 
recurrent delight, from week to week, 
and doubtless, Mr. Ward voiced the 
sentiments of many hundreds of men 
of my age, when he said, in the last 
number of Fame, that the history of 
advertising would have lost an element 
of unique value, had he failed to write 
down and publish these recollections, 

SC ccsiteiie yours, 
E. W. Krackow!1zeEr. 
Tue Piscataguis “OBSERVER.” 
nion Square, 
Dover, Mz., Mar. 29, 1905. 
Editor of Printers’ INK: 

I am reading Mr. Rowell’s articles 
with much interest. Not only is the 
information given interesting, but his 
Style of giving it as well. 


ours —. PE 
. Evans. 


THE STANDARD UNION. 
Brooktyn, N. Y., April 3, 1905. 
Editor of Printers’ JNK: 

I rescued, yesterday—my first Sunday 
since Africa—sufficient time to read Mr, 
Rowell’s exceedingly interesting articles, 
and I want to thank him for the real 
excellence of the work, which has a 
substantial historic value. It seems to 
me that the letters in book form, per- 
haps expanded and amplified with other 
similar recollections, would meet gen- 
eral recognition, and that the work 
would so have permanent value to the 
contribution of the history of American 
journalism, and particularly as a clear 
exposition of one of its comparatively 
little understood but still most import- 
ant phases. 

With best regards, I am, 

Yours truly, 
H. L. BripcMan. 








~o 


THe Worcester Spy. 
Established 1770. 
Worcester, Mass., Mar. 31, 1905. 
Editor of Printers’ INK: 
' IT must tell you of my appreciation of 
‘Forty Years an Advertising Agent” in 
Printers’ INK by Mr. George P. 
Rowell. I was specially interested in 
the last installment, in which he gives 
an anecdote of Henry Wilson. I was 
born and raised in Natick. My uncle 
Isaac B. Nutt and. my father, Col. 
William Nutt, have lived in Natick for 
more than fifty years. They worked 
with Wilson in the shoe shop, and my 
uncle not long ago gave me the sander 
that the vice-president used for blotting 
purposes at his desk in the shoe shop. 
As a matter of fact I was born in a 
house made from that old shop some 
forty years ago. I was very much pleased 
to know that Mr, Rowell had lived at 
South Natick. I have written to the 
Natick Bulletin calling the editor’s 
attention to the article and I presume 
he will wa the reminiscence con- 
cerning Wilson and Natick. 
Yours very truly, 
HARLES Nott, 
Editor and Publisher. 
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_Editor of Printers’ INK: 











Los ANGELES, CAL., Mar. 31, 1905. 


‘ae articles by Mr. Rowell running 
every week in Printers’ INK are a 
source of inspiration to me, and I trust 
that after they have run their course in 
PrinTERS’ INK that t will be pub- 
lished in book form. ou can put me 
down as wanting a ‘copy. ‘ 

I desire to take this opportunity to 
say that Printers’ Ink grows better 
with each issue. Very truly yours, 

Bernarp A. VOLLMER, 
Business Manager the Express. 





Cuicaco Newsparer UNION, ADVERTIS- 
ING DEPARTMENT, 
87-97 South Jefferson St., 
Cuicaco, Mar. 18, 1905. 

Editor of Printers’ INK: 

Printers’ Ink of March 15th is re- 
ceived, containing portraits of Mr. 
Rowell of 1865 and 1905. The truth 
is verily exemplified here of “the child 
being the father of the man,” and. 
want to congratulate him upon main- 
taining the strengtn and vigor of man- 
hood as shown here, after a lapse of two- 
fifths of a century in business, as cover- 
ed by his interesting articles. | 

I remember well my first visit to Mr. 
Rowell’s ———— agency at 10 
Spruce St., New ork, was in the 
spring of 1873, so that you see while 
not quite as venerable in the business 
as_ he, am nevertheless somewhat 
matured and seasoned, and I have been 
a careful observer of the wonderful 
changes that have taken place since 
that time, 

Hoping that Printers’ INK_ may 
flourish under your management, I am, 
Very truly yours, 

P, T. Barry. 
—__ +2 — ——— 

Tue Bunker Hirt Arcu Support Co., 
299 Washington Street, 
Boston, Mass., Mar. 7, 1905. 

Editor of Printers’ INK: 

In Mr. Rowell’s articles which are 

ub.ished in Printers’ Ink; ‘Forty 

ears an Advertising Agent,’ in the 

issue of reb. 22, I find he speaks of a 

man on the staff of the Boston Theatre, 

as Harry McClellan. 

The article conveys the idea that Mr. 
Rowell was acquainted with a man by 
that name. Had the name appeared only 
once, I should have concluded that the 
spelling was a typographical error. But 
as the name appears more than once, 
it must have come from his copy. 

There never was a man emp.oyed at 
the Boston Theatre by the name of 
Har: McClellan, but Mr. Henry G. 
McGlenen was the business manager 
and advertising agent for about thirty 
years, and died at the age of about 62 
years, 

A more charitable and lovable man 
never graced the foyer of a theatre than 
he. is son Edward is the City 
Registrar of Boston, an honored posi- 
tion. 

I enjoy the articles immensely. 
They bring back old times when the 
future looked bright and radiant. 

Yours respectfully, 

Franx H. Rosie. 
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Tue Littte Hoter Witmort, 
South Penn Square. 
PHILADELPHIA, Pa., Mar 31, 1905: 

Editor of Printers’ Ink: 

I wish to ponte second the idea of 
Mr. John Adams Thayer of Everybody’s 
Magazine that Mr. Geo. P. Rowell’s 
articles on “‘Forty Years an Advertising 
Agent” be published in book form. Mr, 
Rowell has a peculiar style in express- 
ing himself in his writings that reminds 
one of Jacob Riis in his masterpiece, 
“The Making of an American,” and ot 
that wonderful book by Booker T. 
Washington “Coming up from Slavery.” 

While ing about Mr. Rowell I 
recall a little personal reminiscence. 
In the earlier seventies a. green, very 
meres country boy journeyed from 

shen, Orange Co. to New York 
looking for employment, he went to 

Mr. Rowell and asked him for work; 

while he did not get it, he went out 

of the office happier than when he 
timidly entered, because of the kindly 
way in which he had been treated. The 
boy was myself and the man was Mr. 

Rowell, and at this late day I wish to 
thank him for some good advice given 
me on that occasion. 

Ryerson W. JENNINGS, 
sae tcicncanie 
Tue Boston Post. 
Boston, Mass., Mar, 16, 1905. 

Editor of Printers’ INK: 

I have been very much interested in 
Mr. Rowell’s reminiscences in PRINTERS’ 
INK, and especially in those that had 
to do with the old Post. 

_It is to be hoped that he will publish 
his recollections in a bound volume 
after the oman of their serial pub- 
lication. ery truly yours, 

E. A. Grozter, 
Editor and Publisher. 
age crema Sa 

_ THE use of press clippings in adver- 
tising operations and business generally 
is on the increase. Man soametnguapars 
rely upon them for trade news, and in 
certain lines of trade they are the one 
means of unearthing “prospects.” A 
booklet from the onsolidated Press 
Clipping Co., Chicago, indicates ways in 
which clippings can be employed in 
business, and is both pertinent and sug- 
gestive. 











A SEVEN by ten pamphlet sets forth 
the advantages of Wynnewood Manor, 
a_suburb of Philadelphia that Mr. 
Walter Bassett Smith has undertaken to 
build um. Half-tone illustrations of 
the property are printed, and just 
enough is said about it to make a man 
in search of a suburban home feel that 
Wynnewood Manor may be just the 
piace he is looking for. 
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German Families are Large 


and large families are large consumers. 
Think what a quantity of goods the 140,000 
or more German Families consume that you 
reach by advertising with us. Kate, 35c. 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 
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“MODERN ADVERTISING.” 


By Earnest E. Calkins and Ralph 
Holden. D. Appleton and ge 5 
publishers, New York. 12 mo.; 
pages; 62 illustrations. C-oth, $2 vod 
net; postage 12 cents additional. 





Not long ago one of the most 
conservative magazines in this 
country published a series of ar- 
ticles on advertising, written by a 
college professor, and now a book 
on “Modern Advertising” appears 
bearing on its title page the im- 
print of a leading publishing 
house. To the advertising man 
these evidences of an increasing 
interest in the subject of advertis- 
ing, and the disposition on the part 
of publishers to consider the art 
of advertising, as a legitimate sub- 
ject for serious discussion, are as 
significant as they are gratifying. 
Ten years ago a book on advertis- 
ing might have gone the rounds of 
the leading publishing houses with- 
out finding one that would be 
willing to put its imprint on it. 
To-day D. Appleton and Company, 
who stand in the front rank among 
the publishers of this country, list 
a book on “Modern Advertising” 
in their series of business text 
books, which includes works by 
college professors and financiers 
on Funds anc their Uses, Trust 
Finance, American Railway 
Transportation, The Modern 
Bank, The Work of Wall Street, 
etc. 

Advertising is still in its infancy. 
It has not yet attained to the 
eminence of a science, but this 
much at least may be said of it— 
that it is no longer an artifice but 
an art. It is no longer necessary 
to be a charlatan in order to be a 
successful advertiser. The man 
who to-day invokes the power of 
printers’ ink cannot foretell the 
result with the certainty with 
which an astronomer predicts an 
eclipse, nor can he analyze and 
classify the elements that contri- 
bute to the success or failure of 
his plans with the accuracy of a 
chemist, but with all the uncertain- 
ty that as yet surrounds the dis- 
ciple of advertising, he is justified 
in feeling that though the distance 
that still separates him from the 
astronomer and the chemist may 
be wide, the gulf that lies between 
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himself and their predecessors— 
the astrologer and the alchemist— 
is infinitely wider. 

The element of uncertainty is 
not peculiar to advertising. No 
matter how many cases a lawyer 
may have won (say the authors 
of “Modern Advertising”) he has 
no guarantee that he can win any 
given case in the future. No mat- 
ter how many times a doctor has 
performed an operation for appen- 
dicitis, he cannot say with certain- 
ty that any given operation will! 
prove successful. No matter how 
much experience the advertising 
man has had, every new adver- 
tising campaign he begins is to 
some extent experimental. It gets 
less and less experimental as hc 
adds to the list of things he knows. 
The successful lawyer and the suc- 
cessful doctor have a certain ex- 
perience upon which they can 
always count. They at least can 
eliminate a larger number of un- 
certainties than the beginner. That 
is all that the best advertising man 
can do. 

There is a refreshing lack of 
cock-sureness about “Modern Ad- 
vertising.” The authors have not 
attempted to persuade the reader 
that printers’ ink is a panacea for 
all business ills; they claim for 
it only what has been proven over 
and over again—that it is a stimu- 
lant. Neither do they obtrude 
their own personality upon the 
reader. Messrs. Calkins and 
Holden, the authors of “Modern 
Advertising,” are the proprietors 
of a New York advertising agency 
that has done some_ excellent 
work; but though specific mention 
is frequently made of the good 
wor! done by others, their book is 
silent concerning what they have 
themselves accomplished. The 
identity of the originators of the 
clever plan of campaign for a 
textile company set forth on pages 
201 to 219 is modestly disguised 
under the signature “Black and 
White.” 

The Curiosities of Advertising, 
a subject to which earlier writers 
have devoted much space, finds no 
place in the present volume and 
the History of Advertising is 
only briefly touched upon in 
Chapter II, Chapter III treats of 


















S—. 
t— 


is 
No 
yer 
Ts 
las 














the Channels of Trade; Chapter 
IV of Magazines and Newspa- 
pers; Chapter V of Mural Adver- 
tising; Chapters VI to X—perhaps 
the most interesting portion of the 
book—of The General Advertiser, 
The Advertising Manager, The 
General Advertising Agency, Re- 
tail Advertising and Mail-Order 
Advertising. The three conclud- 
ing chapters treat of The Mathe- 
matics of Advertising, Styles of 
Advertising and Some Mechanical 
Details. In the initial chapter the 
authors have attempted to give a 
definition of advertising, but after 
perusing the twelve pages devoted 
to this topic it cannot be truthfully 
said that the reader is much en- 
lightened. It is stated at the out- 
set that “no definition of advertis- 
ing is here possible except as this 
entire book may be accepted as a 
definition.” 

To the advertising man of ex- 
perience “Modern Advertising” 
gp little that is really new 

ut many old facts are presented 
in a way that does not fail to 
hold the attention of the reader. 
Most of us are aware, for instance, 
that the illustrations used in ad- 
vertisements have greatly improv- 
ed in recent years, but it is prob- 
able that few realize how greatly 
they have improved. The clothin 
cut “made only twelve years ago” 
when contrasted with the modern 
Leyendecker design seems to be- 
long to another age. So the 
Business Triangle, while it does 
not add to the knowledge we al- 
ready possess, does present an old 
fact in a new and more strikingly 
impressive form. 

To the man to whom advertising 
is still somewhat of a mystery 
“Modern Advertising” will prove a 
source of interest and information. 

As a text book for the business 
man who wishes to acquire a 
knowledge of the power and lim- 
itations of advertising “Modern 
Advertising,” take it all in all, is 
a good book. 


————_ +o. 

A tiny hard-covered book from Na- 
thaniel C. Fowler, Jr., Boston, contains 
several hundred press notices and ar- 
ticles that have, from time to time, been 
printed about himself or his work as an 
advertising expert. These are from 
newspapers, trade and professional pa- 
pers, and other sources, 
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FACTS versus 
CLAIMS. 


On January 20, 1905, following 
a detailed report of its own circu- 
lation, the Chicago Daily News 
said: “The Daily News regrets 
its inability to quote the circula- 
tion of the other Chicago newspa- 
pers, and this because with the 
single exception of the RECORD- 
HERALD, no other Chicago news- 
paper makes a complete, detailed 
publication of the actual sales of 
all its editions.” 





The CHICAGO RECORD- 
HERALD Circulation for 
Jan. and Feb., 1905: 

Daily Average, 148,821 
Sunday Average, 202,098 














The Records Prove that 


THE STAR 


IS THE BEST AFTER- 
NOON DAILY IN 
TORONTO. 


Sworn Circulation March, 1905: 


39,021 


It publishes more general advertising 
than any other Toronto paper, and hasa 
larger circulation than any other evening 
daily in Ontario. 

All foreign advertising should be sent 
direct to 


THE STAR, 


TORONTO, CANADA. 
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“THE COSTLIEST ADVERTISE- 
MENT EVER PRINTED.” 


200 Monroe Street. 
Cuicaco, Mar. 29, 1905. 
Editor of Printers’ INK: 

In the March 8th issue of Printers’ 
Ink, on page 12, referring to your 
article entitled “‘March Magazines,” I 
want to say, that at the time the But- 
terick Trio claimed that the Daverman & 
Son advertisement was the most costly 
single advertisement ever printed, it 
was absolute'y correct. It appeared 
about January 1oth, and nothing as 
costly had ever appeared up to that date, 

The Butterick Trio, will have in the 
May issue an advertisement for which 
the advertiser, the Glidden Varnish 
Company for Jap-a-Lac, pays $15,000, 
and I now assert that this is the most 
costly advertisement ever prepared and 
inserted by any magazine. 

Of course, I am aware the National 
Biscuit Company advertisement in t 
February issue of the Ladies’ Home 
Journal, getting out January 25th, which 
cost neatly $20,000, pays a very heavy 
tax for its insertion owing to the me- 
chanical difficulties that had to be over- 
come to secure it. The charge made for 
the advertising itself did not equal 
the price paid for the Daverman ad- 
vertisement in February. The ad- 
vertiser, of course, _wou.d claim that 
his advertisement in the Ladies’ 
Home Journal, including the cost of the 
preparation of the advertisement, the ex- 
ecution of the work, and paper, plus the 
charge of the Ladies’ Home Journal for 
insertion, would probably entitle it to 
being the largest amount of money ever 
paid by one advertiser for the distribu- 
tion of his advertisement. He would 
have to go back, however, to the Youth’s 
Companson—World’s Fair Number, 
where, I believe, they carried a single 
advertisement that cost the advertiser 
over $23,000—at least, so I was told at 
that treme, if my memory is correct, but 
that was, I believe, a lithograph in 
thirteen colors. 

All these things have been done in 
a more or less degree, but I do not 
believe any publisher ever prepared and 
printed in his own establishment any 
advertisement for any advertiser up to 
this date, for which he received ex- 
clusively for the whole service as much 
as $15,000, which is the amount, as 
stated above, paid by the Glidden Var- 
nish Company in the Butterick Trio for 
their insertion in the May issue, this 
advertisement being printed in its _en- 
tirety and distributed through the But- 
terick Trio as their own work. 

It is interesting to note how the an- 
nouncement of this big investment with 
this one publisher in the Butterick 
Trio, has even attracted the attention 
of the pulpit. Rev. S. L. Bryant, who 
happened to see a  ? of the Woman’s 
Herald announcing this advertisement 
has, in a recent sermon, tried to point 
out the development in civilization as 
manifested by its advancement in all 
branches during the last fifty years; 
he stated the matter in about this way; 
“What would be the use of an engine 
of fifty years ago ‘ing to pull the 


Twentieth Century Limited to New 
York on stated time? What would the 








merchant prince of fifty years ago say 
if he were called upon and given ade- 
quate reason for spending $15,000 in 
one advertisement with one publisher?” 
I do not quote it verbatim. 

Another interesting feature about this 
announcement is that it is not predi- 
cated upon any of the old generally 
recognized principles of advertising, as 
will appear in an article dealing with 
this subject in the Woman’s Herald for 
next month. _ 

This advertisement is the application 
and culmination of all that has gen- 
erally been recognized up to the present 
as true of advertising as a salesman, 
and it has been made profitable by the 
way in which it has been closely inter- 
woven into the sales department work 
of the firm, so that before its appearance 
it has practicaily insured the profitable- 
ness of the investment to the advertiser; 
that is to say, the indications for this 
ooob business, as compared with last, 
ased upon the plan of advertising for 
the purpose of increasing sales, would 
indicate that this expenditure has been 
amply warranted by the results mani- 
fested up to date. 

The advisability of this investment 
has been challenged by some of the 
best authorities in advertising, gentle- 
men whose opinions I have always re- 
spected—and still respect—on_ the 
—_ that they do not believe in the 

gical fulfilment of the policy for 
which the Butterick Company stands, as 
the cardinal principle underlying suc- 
cessful and profitable growth of business 
through advertising methods as applied 
to salesmanship. 

The only anwer that can be made to 
the challengers is that they have not 
adopted and tried the policy, and the 
advertising manager, Mr. H. G. As! 
brook, when the criticism was made in 
his presence, made the only answer that 
is necessary, and I believe should be 
satisfactory to everyone else as it is to 
him—that ‘‘What do they know about 
the adoption of a policy that leads to 
these tremendous investments, when 
they have tried it?” and that he having 
tried it, knows its value. 

Truly yours, 


Advertising Manager 


“Harpy Plants Worth Having” is the 
latest catalogue of Thomas Meehan & 
Sons, Philadelphia. Containing seventy- 
two pages of description and illustration 
of rare and common trees, plants, 
shrubs, etc., with mail-order instruc- 
tions, it is one of the handsomest 
pieces of literature ever issued by the 
house, albeit comparatively inexpen- 
sive in its make-up. 








so 

THE evolution of watches, from Egypt 
to Maiden Lane, is shown in a hand- 
some booklet sent out by Wm. Barthman, 
maker of jewelry and importer of pre- 
cious stones, Broadway and Maiden 
Lane, New. York. [Illustrations of fine 
brooches, rings, pins and other articles 
are included, with approximate prices. 
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Maybe You Haven't the Time to Thoroughly 
Solicit What Ought to be Your Best 
Paying Business—Local Advertising. 


Maybe all that’s needed is some little ouside influence to 
put in a good word or two for advertising between your 
regular calls. 

Maybe you could “close” them faster if you could 
stick some good copy under their noses—sensible, business- 
like stuff that they would be proud to print their names 
under—or over. 

Maybe those “hard ones” need to be convinced 
without knowing it—by some means that will not con- 
tinually insinuate the publisher’s dollars-and-cents in- 
terest in the matter—by a “campaign of education” 
which you cannot afford to conduct in person—by show- 
ing the common sense, simplicity side of advertising 
instead of shrouding it in mystery and closing its doors to 
all but the initiated. 

Let PRINTERS’ INK help you out in soliciting. 

It can put in one good, long call every week without 
intrusion, and give silent but authoritative confirmation 
to all you say. 

Let PRINTERS’ INK furnish the copy—to the adver- 
tiser direct, or to you for him. Four pages of live retail 
ads every week. 

Let it get after the hard ones—educate them and con- 
vince them by correcting misconceptions, and showing 
what advertising really is and does. 

PRINTERS’ INK will call on your advertisers and 
possible advertisers every week for a year, by special 
arrangement with the publisher. 

I believe there is no other way to make a dollar work 
as hard for you. 

Write me about it. 


CHAS. J. ZINGG, Manager, 
Printers’ Ink Publishing Co., 
10 Spruce Street, NEW YORK CITY. 
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ADVERTISING THE TELE- 
PHONE. 


BY GEORGE G. STEEL, ADVERTISING 
MANAGER OF THE BELL TELEPHONE 
COMPANY OF PHILADELPHIA, 


The Saturday Evening Post says 
that when St. Paul’s Chapel was 
built in 1764, by the Trinity 
Church, Fulton street and Broad- 
way was believed by representative 
people to be a place so remote and 
sequestered, and so difficult of ac- 
cess that to it the population could 
never extend. 

* 





* 


And so the telephone when it 
first appeared in 1876 at the Cen- 
tennial Exposition, was looked up- 
on as a curiosity and the prophe- 
cies of its future commercial value 
were pooh-hoohed. Even the best 
telephone prophets and experts 
from 1876 until a few years ago, 
utterly failed to anticipate the tre- 
mendous development of this great 
business necessity. So the first 
twenty-five years of the _ tele- 
phone’s history was one strenuous 
effort to keep up with the demands 
of the people. Engineering esti- 
mates were continually upset and 
the impossibility to accurately 
foresee five years’ natural develop- 
ment, centered the energies of the 
telephone companies in their equip- 
ment and constructivn departments 
and the selling part of the organi- 
zation had but little prominence. 

* & 

To-day, we have caught up and 
the plant can comfortably take 
care of any probable increase of 
business. Thus ready for more 
subscribers the company steps out 
of the field of natural development, 
and through persistent canvassing 
and advertising it is making the 
public step ten years ahead tele- 
phonically. 

* * * 

Every one who has no telephone 
but ought to have, eventually will 
have, if undisturbed. but it may 
take five or it may take ten years 
for them-to make the definite step. 
They will think of it occasionally 
—talk about it—and, finally the 
succession of judgments will so 
thoroughly convince them that 
they will get it. 

The whole force of our tele- 


phone advertising is to think it 
out for them—suggest its uses— 
show its value—prove its saving 
and persist in its necessity, not 
the future but now. 

* * * 


Few goods sell on unadvertised 
merits. The telephone company 
has rented extension telephones 
almost as long as there has been 
the present style of instrument. 
Their value is unquestioned but 
the technical phrase, extension set, 


Cana : 


telephone 
knead 
bread ? 


No, but it can order 
the flour, milk, salt, 
yeast and baking 
powder allina 
twinkling 


The 
Bell Telephone 
Company 





























with the fact that it was unadver- 
tised made people shy at the name. 
% * * 


A few years ago we started an 
advertising campaign for exten- 
sion sets; spent lots of money, and 
the bounce into prominence, as 
shown by increased station records 
and the intelligent manner in 
which extension sets are spoken of 
to our canvassers, show most con- 
clusively the value of “explana- 
tion” advertising when you have 
the goods to back the ad. The 
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“compelling excellence of the 
goods” would make the rate of 
increase in business far too slow. 

The general publicity advertising 
which has been carried on con- 
sciously and unconsciously by 
means of the blue bell pay station 
sign, familiar to every man, 
woman and child in America, has 
laid the best possible foundation 
for the detailed and educational 
advertising now done by the tele- 
phone companies. The sign has 
kept Bell telephone in the minds 
of the people but has no argument 
as why they should have it in their 
home or business. 

* * 

Some advertising men say price 
should ‘be shown in advertise- 
ments and some, with equal 


swer ie. 
besTisceaten tencnerndl 
of them will more than pay 
in convenience the dollar a 
month ex in rental, 


Bell Telephone 





emphasis, declare it should not. 
But it all depends—an ordinary 
clerk can sell almost anyone a ten 
cent article, but it takes a higher 
grade salesman and different kind 
of talk to sell a piano or furniture. 
So in advertising. In asking a 
man to buy telephone service 
which he must contract for an- 
nually, requires convincing proof 
of its value, to induce his parting 
with from $33 to $150 a year. If 
we quote $33 a year for residence 
telephone service it frightens many 
Prospectives — particularly women 
folks, and an advertisement giving 
an annual rate often defeats its 
purpose but a few cents a day— 
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gc. a day—63c. a week—$2.75 a 

month, are sellers. There is noth- 

ing new in this, as the encyclo- 

pedia man has carried on the same 

plan successfully for many years. 
* * 


Too much mystery about the 
telephone business or any other 
business is a mistake—it hurts. 
The man with only business on his 
mind, and the woman with house- 
hold affairs keeping her constant 
attention, have but the slightest 


Forty«six 
cents a 
week up 


for a residence 
telephone, payable 
monthly 


ner ene 
eee oem 


Your wife needs a 
telephone to com- 
fortably conduct her 
-hogsehold affairs 


The 
Bell Telephone 


























idea of the cost of operation of 
a telephone system. To many of 
them it is simply wires—telephone 
instruments and in some hazy way 
the telephone girl “jines”’ them. 
So at the mention of annual rental 
for service the price is declared 
outrageous and the telephone com- 
pany labeled an unrighteous mon- 
opoly. To overcome this we open 
wide the door to all we have. An 
illustrated pamphlet of one of our 
newest exchanges is about to be 
issued, and describes to the people 
the layout of a modern telephone 
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plant, and explains in simple lan- 


guage the intricate equipment 
necessary to give good service. 
An invitation is extended to the 
public to visit the exchange and 
to have the whole working of the 


Don't Disturb 
Yourself 


An Extension Set at 
your elbow will save 
you jumping up and 


down to answer the 
telephone — one dollar 
a month on most 
classes of service—ask 
about it. 


The 
Bell Telephone 





plant explained by a company’s 
employee. The method of record- 
ing messages by tickets and auto- 
matic meters is given special at- 


Don't Cuss and 
Make a Fuss! 


Life’s too short—the rem- 
edy toocheap. An Exten- 
sion Telephone is what 
oy saat a can count 
the hundreds the steps 

iettl save. 

You are a business man. 
It’s a business proposition. 
$1.00 a month. 


The 
Bell Telephone 


Educational 
sent subscribers regularly. 





tention. matter is 


* 
letter, 


* 
bill 


* 


Every and receipt 


leaving the company’s office has in 
it some enclosure which either 





PRINTERS’ INK. 





advocates additional equipment, 
suggests new uses for the tele- 
phone, explains higher grades of 
service or endeavors to make 
clearer the policy of the company 
or explains some part of the plant 
or business system. 

Some people read _ advertise- 
ments only as messages to some 
one else. A West Philadelphia 
physician, in spite of our persistent 
advertising that the telephone is 
the best fire alarm, sent a boy a 
block and a half to turn in a fire 


RESIDENCE 
TELEPHONE 
$1.25 A 
MONTH UP 


A Bell Telephone 
can reach 2,000,- 
000 telephones 


The best because 
the most fars 
reaching 


Use the “Bell” 


alarm. His telephone hung un- 
touched upon the wall. 
* * 
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The secret of successful adver- 
tising is to make the reader feel 
personal application in the adver- 
tisement. The ads this doctor re- 
ceived may have lacked it or he 
may be like some fort walls which 
take many shots on the same spot 
to make an impression. 

Telephone companies are using 
pamphlet, newspaper, street car 
and, to a limited extent, billboard 


























advertising. The pamphlet is ex- 
tensively used because of its illus- 
tration possibilities and general 
attractiveness. The newspaper 
usually receives half or more of 
the annual appropriation. Country 
newspapers are especially good 
mediums, as they are read and re- 
read by the country people with a 
far greater interest than is shown t 
by a city paper reader. Billposting 
is not held in public favor in most 
cities and telephone companies 
generally avoid it. 
* * * 

As telephone service is now 
reasonable enough to be within 
reach of the masses as well as the 
classes, it is believed that one of 





Is your 

time 

valuable? 
Does your convenience 
count for anything? 


Have you tele- 
phone service? S 


Low Monthly Rates 
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The Bell Telephone ss 
Co. of Philadelphia |i 
Selephene Filbert 27-0 





the best mediums for the exten- 
sion of the business is the street 
car; and while the Philadelphia 
Company has not yet used this 
medium it expects to do so at a 
very early date. 

The campaign is by no means 
ended when the people become 
subscribers—you will find many of 
them still taking trips, running 
errands and doing a multitude of 
things which could have been 
done cheaper, better and quicker 
by telephone, and so we suggest 
old uses and new uses in educat- 
ing one-half to what the other 
half has found out, that the more 
the telephone is used the more it 
saves in time, money and worry. 

One of the newest uses of the 
telephone is on the farm. There 
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are three thousand farmers in the 
vicinity of Philadelphia, and as the 
farmer has always been hampered 
by isolation he welcomes the inno- 
vation. The purchase and repair 
of farm implements, the buying 
of feed, the employment of help, 
the reaching of doctor or veterin- 
arian, the latest weather Teports, 
trips to town and social visits are 
now made or brought about by 
telephone. 

Telephone advertising is probab- 
ly the baby in the advertising field, 
but very much alive for that. 


Besides securing new business 
the most important part of the ad- 


You 
Save Money 


Why Not Save Temper? 


An Extension Set at 
your elbow will enable 
you to handle your tele- 
phone calls with facility 
and comfort, $1.00 a 
montb. 


The 
Bell Telephone 





vertising work of a Bell Telephone 
Company is to keep the company 
square with the public. The ser- 
vice, system and equipment are the 
result of much thought, experiment 
and labor, and the company has 
been painstakingly trying to make 
its business relations with sub- 
scribers mutually congenial and 
satisfactory. It fails sometimes, 
as it is controlled by men who 
are human, but the public knows 
its aim and its purpose is always 
to do the square thing. 
a 

Besipes cuts of late styles and direc- 
tions for ordering by mail, the current 
style book of Hanover Shoes contains 
interesting ‘‘Shoe Don’ts” and facts re- 
garding different finishes of leather. It 
is distributed through Hanover stores 


and sent out from the factory at Han- 
over, Pa. 
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THE CLASS JOURNALS OF 
CUBA. 


Class journalism in Cuba may be 
said not to exist outside of Ha- 
bana. Attempts to publish class 
journals in other parts of the 
Island (and many such attempts 
have been made) have uniformly 
failed. Even the newspapers print- 
ed outside of Habana exist not 
because there is any money in the 
business but because the possession 
of a newspaper is useful to the 
publisher in other ways—usually 
political. 

All of the class journals named 
in this article are published in Ha- 
bana and the list given is (so far 
as I know) the most complete that 
has hitherto been published. I 
acknowledge my indebtedness to 
the many Cuban friends who have 
aided me in its preparation, 

MEDICAL. 

The Dean of the medical jour- 
nals of Cuba is the official organ 
of the Academy of Sciences, a 
monthly known as the Anales de 
la Academia de Ciencias. It has 
been published for some forty 
years. As an authority on medical 
matters it holds in Cuba a position 
analogous to that occupied by the 
Lancet among English physicians. 
Worthy to be ranked in the same 
class with the Anales is the Cron- 
ica Medico-Quirurgica, a semi- 
monthly issued by the Histo- 
Bacteriological Labratory of Ha- 
bana. These two journals are 
easily first among the medical pub- 
lications of Cuba so far as import- 
“ance of contributions goes, but 
they are exceeded in circulation 
by the three named in the fol- 
lowing paragraph. 

% * * 
The Repertorio Medico-Farma- 


cettico (monthly) is said to enjoy 
the greatest circulation of any 
medical publication on the Island. 
It is published by Dr. A. Gonzales- 
Curquejo, the owner of one of the 
largest drug stores in Habana. It 
is not a house organ, but the busi- 
ness of Dr. Gonzales-Curquejo is 
undoubtedly benefitted by his con- 
nection with the paper. The sub- 
scription price is low (one dollar 
a year) and sample copies are 
freely distributed. The Revista de 
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Medicina Tropical (monthly) is 
published in Spanish and English 
by Dr. Juan Guiteras, for many 
years Professor of Pathology at 
the University of Pennsylvania, 
and during the American inter- 
vention in Cuba chief of the Board 
of Health of Habana, He is wide- 
ly known as an authority on tropi- 
cal diseases, particularly yellow 
fever, which—largely due to Dr. 
Guiteras’ efforts—is now happily 
extinct in Cuba. The two papers 
named above—Repertorio Medico- 
Farmaceutico and Revista de Med- 
icina Tropical—with two others of 
nearly equal merit—Revista Med- 
sco Cubana (weekly) and La Re- 
vista de Medicina y Cirujia (semi- 
monthly)—are perhaps the best 
selection that could be made by an 
advertiser who wishes to reach the 
physicians and pharmacists of 
Cuba. 

The ravages inflicted by con- 
sumption upon the people of the 
Island led to the formation, some 
years ago, of the League Against 
Tuberculosis in Cuba. The Bole- 
tin Mensual de la Liga contra Tu- 
berculosis en Cuba is the official 
publication of this League. It is 
issued monthly and is now in its 
fourth year. Occupying the same 
field but of minor importance is the 
Problema de la Tuberculosis, a 
weekly. 

During the summer of 1904 two 
new publications entered the medi- 
cal field—the Boletin Sanitario 
Municipal de la Habana and El 
Mes Medico—monthlies both of 
them. It is too early as yet to 
say much about them except that 
they appear to be very creditable 
publications. 

Among the other medical publi- 
cations of the Island are the fol- 
lowing: La Higiene (weekly) de- 
signed rather for the instruction of 
laymen than physicians; Revista 
Asoctacion _Medico-Farmaceutica 
(semi-monthly) the official organ 
of the Association of Physicians 
and Pharmacists of Habana: Ha- 
bana Medica _(semi-monthly) : 
Boletin Clinico (monthly) and El 
Correo Medico, issued every ten 
days. 

LEGAL, 
In the city of Habana, with a 
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population of nearly 250,000, one 
out of every 350 persons is a law- 
yer and one out of ever 500 per- 
sons a doctor. Whether the same 
proportion holds good throughout 
the Island I do not know, but it is 
safe to say that there are at least 
as many lawyers as physicians in 
Cuba. The number of papers pub- 
lished for lawyers, however, make 
but a poor showing when compar- 
ed with the list of medical journals 
printed above. Aside from the 
official and semi-official publica- 
tions which will be mentioned 
presently there are but three pa- 
pers devoted to legal matters. Of 
these the Revista del Foro is far 
and away the best of the lot. The 
notaries public have a paper of 
their own, El Boletin del Colegio 
Notarial, published monthly by the 
Board of Directors of the College 
of Notaries of Habana. The 
third paper, the Revista de los 
Registros y del Notariado (semi- 
monthly) is of slight importance. 

The official publication of the 
government is the Gaccta Oficial, 
which is published daily except on 
Sundays and legal holidays. It 
prints the laws approved by the 
President, orders issued by the 
various departments of govern- 
ment, decrees of court, sentences, 
etc. It is about the size of 
Harper’s Weekly, two columns to 
the page, and runs from sixteen 
pages upwards. It is supplied free 
to officers of the government—sub- 
scription price to others $12 a year 
in Habana, $21.20 to foreign coun- 
tries. Single copies sell for ten 
cents. Rambla & Bousa, 35 Obispo 
street, Habana, have the contract 
for printing it and are permitted 
to insert advertisements on the 
last two pages. The same firm 
also issues the Boletin Legistativo, 
a monthly recapitulation of the 
matter contained in the Gaceta 
Oficial, with notes and commen- 
taries. Similar to the Gaccta, but 
more limited in scope is the Bole- 
tin Oficial de la Provincia de la 
Habana (daily) which reports the 
proceedings of the Provincial 
Council of Habana Province. The 
proceedings of the Congress are 
reflected in the Diario de Sesiones, 
which is published at odd intervals 
during the session. 
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EDUCATIONAL, 

In the province of Habana, the 
most enlightened portion of the 
Island of Cuba only 53 per cent 
of the inhabitants are able to read 
and write. In Pinar del Rio, the 
so-called “black province” (the 
adjective refers to the mental 
darkness of the inhabitants not to 
any physical characteristic) only 
20 per cent are able to read and 
write. Taking the Island as a 
whole statistics -show that only 
one-third of the total population 
possesses any education, and of 
these probably not more than qne 
in a hundred are sufficiently well 
instructed to pass one of our High 
School examinations. This is one 
of the results of Spain’s four cen- 
turies of graft. Since the Cubans 
have been masters of their own 
destiny they have been spending 
on public education nearly four 
million dollars a year where Spain 
spent one million. President 
Estrada-Palma, himself for thirty 
years principal of a school in the 
United States, takes a warm per- 
sonal interest in the Department 
of Education and it is safe to say 
that the next Cuban census will 
show a striking decrease in the 
number of illiterates. 

With the beginning of the new 
era in Cuba the educational press 
came into being. There are at 
present five educational journals 
published in the Island. The most 
important of these is La Instruc- 
cion Primaria, the official publica- 
tion of the Department of educa- 
tion. It is issued twice a month 
and is sent at the expense of the 


government to all the school 
teachers on the Island. Mr. Lin- 
coln de Zayas, a_ well-known 


writer on educational matters is 
editor. The paper is printed at 
the press of La Moderna Poesia 
(Mr. Jose Lopez, proprietor) 132 
Obispo street, Habana. Mr. 
Lopez told me that his contract 
with the government calls for 
5,000 copies of each issue of the 
paper. 
k 4 

Second only to the official publi- 
cation above named I would place 
La Escuela Moderna, a_semi- 
monthly published by Mr. Arturo 
Diaz, some-time inspector of 
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schools, Another good paper is 
Cuba Pedagogica, a monthly. Of 
minor importance are La Instruc- 
cion Cubana (monthly) and La 
Revista Escolar (semi-monthly. ) 
RELIGIOUS, 

The religious press, which occu- 
pies so important a position among 
the class journals of the United 


States, is represented by a single. 


publication in Cuba. ‘This is El 
Amigo de la Verdad, a Catholic 
weekly. 

LITERARY. 

Among the literary journals of 
the Island only two deserve the at- 
tention of the general advertiser: 
El Figaro and Cuba y America, 
both excellent publications. There 
are few well-to-do families that 
cannot be reached by using these 
two periodicals. One finds them 
in the. reading rooms of all the 
clubs throughout the Island, and in 
the smaller country towns a single 
copy of El Figaro or Cuba y 
America will often be passed 
around from neighbor to neighbor 
until it has made the round of the 
town. 

El Figaro, begun in 1885, re- 
sembles Harper's Weekly in size 
and make-up and is profusely il- 
lustrated with half-tone engrav- 
ings. It is published weekly and 
consists usually of sixteen pages 
(exclusive of cover), but often 
issues special numbers of sixty- 
four pages or more, which sell 
singly for a dollar Spanish silver. 
The regular subscription price of 
the paper is $12 Spanish silver a 
year in Cuba (equal to $7.20 of 
our currency) and $8 American 
money to foreign countries. The 
editor of El Figaro is Mr. Manuel 

Pichardo, perhaps the _ best 
known of contemporary Cuban 
poets. Mr. Enrique Jose Varona, 
generally acknowledged to be the 
ablest of Cuban essayists is a fre- 
quent contributor, as are also Mr. 
Marquez Sterling, “Conde Kostia,” 
Mr. Rafael Montoro, Cuban Min- 
ister to the Court of St. James, 
Mr. Alfredo M. Morales, Presi- 
dent of the Cuban Press Associa- 
tion, and other well-known writ- 
ers. El Figaro devotes consider- 
able space to social matters and is 
beyond question the best me- 


dium that could be selected ‘or 
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reaching the well-to-do class of 
Cubans. The advertising rates of 
the paper are $50 a page a month, 
or $600 for a full page for one 
year. A discount of 20 per cent 
is allowed if the price of the year’s 
advertising is paid in advance. Mr. 
Ramon <A. Catala, is business 
manager of the paper and claims 
for El Figaro a circulation of 
7,000 copies, a claim which I be- 
lieve may be safely accepted, 

Of the same high class as El 
Figaro is Cuba y America a 
monthly with a weekly supple- 
ment. It is edited and published 
by Mr. Raimundo Cabrera, a law- 
yer by profession and a littérateur 
by inclination. It is printed in 
magazine form and is well illus- 
trated. Like El Figaro it reaches 
the best class of Cubans. 

After El Figaro and Cuba y 
America (a long way after them) 
come El Hogar and Azul y Rojo, 
both weeklies. The names of the 
other journals in this class are as 
follows: Revista Blanca, semi- 
monthly; El Pilareno, weekly; 
Revista Literaria, semi-monthly; 
Gris y Blanco, weekly; Cuba Ilus- 
trada, weekly; Cuba Libre, week- 


ly; La Ilustracion Cubana, semi- 
morthly; and Narciso Lopez, a 
weekly. 


AGRICULTURAL, 

Although nearly one-half of the 
wage earners of Cuba are engaged 
in agricultural pursuits there is no 
agricultural press to speak of in 
this country. The explanation lies 
in the fact that only a very small 
percentage of Cuban farmers are 
able to read. The most important 
of the agricultural papers that 
exist in the Island is the Liga 
Agraria, the official organ of the 
Agrarian League, an association 
composed principally of sugar- 
growers, of which Mr. Emilio 
Terry, formerly Cuban Secretary 
of Agriculture, is the leading 
spirit. The tobacco interests are 
represented by two papers, El To- 
baco and El Tobaco de Cuba, both 
weeklies. The only other agricult- 
ural papers published in the Island 
are El Arado, weekly; and the 
Agricultor Cubano, a monthly. The 
lack of an agricultural press is 
partly compensated for by the 
large amount of space that the 











daily papers devote to agricultural 
matters. 
COMMERCIAL, 

In this class El Economista 
(weekly) is easily first. This is 
one of the most creditable publica- 
tions issued on the Island. Its 
editor, Mr. Luis V. Abad is per- 
haps the ablest of Cuban political 
economists and his paper is an 
acknowledged authority on all 
matters relating to Cuban com- 
merce and agriculture. I doubt 
whether any paper published in 
Cuba is so widely quoted by the 
foreign press as is El Economista. 
Mr. Abad is an ardent advocate of 
close commercial relations between 
the United States and Cuba, and 
labored untiringly to bring about 
the treaty of reciprocity recently 
concluded between the two coun- 
tries. 

Next after El Economista I 
would place the following papers: 
Boletin Liga Mercantil, monthly; 
Boletin del Centro de Comercio y 
Industria, monthly; and La Re- 
vista de Almacenes. Among the 
other papers of this class are: 
La Union Comercial, weekly ; 
La Gaceta Economica, semi- 
monthly; and Cuba Comercial, 
semi-monthly. 

SPORTING, 

A poor lot of papers of which 
El Score (weekly), devoted prin- 
cipally to base-ball, is perhaps the 
best. The others are as follows: 
Sports, weekly ; Cronica de Sports, 
semi-weekly ; El Cazador, a hunts- 
man’s journal; La Cancha Ha- 
banera and Beti-Jai, two weeklies 
devoted exclusively to Jai-Alai, the 
Spanish game of hand-ball, which 
is played in Habana from October 
to June. 

SPANISH, 

The Island of Cuba contains 
something over a million and a 
half inhabitants of which ten per 
cent are Spaniards, two per cent 
of other nationalities and the bal- 
ance native born. The Spaniards 
form a large per cent of the mer- 
chant class and are found princi- 
pally in the larger cities. Of the 
total number of Spaniards in the 
Island about one- -third (50,000) re- 
side in Habana. In addition to 
several daily papers (of which 
mention was made in a previous 
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article) this colony supports a 
number of other publications, 
some printed in the language of 
Castile (the language known to 
us as Spanish), and others in the 
dialects of other provinces of 
Spain. Following is a list of these 
publications: La Union Hispano- 
Cubana, weekly; La Republica Es- 
panola, monthly ; Galicia, Galicia 
en America, and Follas ’Novas— 
three weeklies printed in the Ga- 
lician dialect; El Euskalduna, a 
weekly for Viscayans; and 

Heraldo de Asturias, a weekly for 
natives of the province of Asturia, 

TRADE JOURNALS, 

The following is a list of trade 
journals, El Defensor de los 
Gremios, the organ of the trades 
union, weekly; Memorandum 
Tipografico, organ of the typo- 
graphical union, weekly: Revista 
Asociacion Electrica, electrical, 
monthly; Cuba Taquigrafica and 
La Escritura Veloz, for sten- 
ographers, both monthlies; La 
Union de Dependientes, represent- 
ing the interests of the Clerks’ 
Association of Habana; Cuba 
Musical, for lovers of music, 
weekly; De- Todo un Poco, theat- 
rical, weekly; Revista de Con- 
strucciones y Agrimensura, for 
builders and surveyors, semi- 
monthly; Revista de la Sociedad 
Filatelica Cubana, a journal for 
stamp collectors, monthly; El 
Bombcro de Cuba, the fireman’s 
journal, weekly; El Policia Cu- 
bano and La Gaceta de Policia, 
published in the interest of mem- 
bers of the police force, both 
weekly; Revista de Ferrocarriles, 
a railway guide published three 
times a month; La Marina Cu- 
bana, maratime, weekly; La Gran 
Logia and Juventud Masonica, 
masonic weeklies; and the Archi- 
vos de la Policlinica, monthly. 
There is also a weekly official pub- 
lication of the Custom House as 
Circulares y Decisiones, and the 
bulletin of the Weather Bureau— 
Boletin Metereologico—neither of 
which insert advertisements. 

MISCELLANEOUS. 

The papers named here are 
mentioned simply because they 
exist, or did exist up to a few 
months ago. It is very likely 
that some of them are no longer 
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published. Why they were ever 
published at all is more than I can 
tell. They represent nothing and 
nobody in particular and will soon- 
er or later find a place in the 
newspaper graveyard: 

WEEKLY. 

El Pueblo Libre, 

El Patriota Cubano, 

El Pensamiento, 

El Proletario, 

E! Progresista, 

Tierra, 

El Triumfo de Ideal, 

Eco Juvenil, 

Tribuna Liberal, 

Tierra y Libertad, 

Las Dos Banderas, 

Eco de la Juventud, 

Las Guasimas, 

El Eco Montanes, 

uba, 

El Criterio Libre, 

Mensajero de Jas Damas, 

Edad = Oro, 

Germinal. 

SEMI-MONTHLY. 

El Eco Liberal, 

EI Boletin, 

La Tribuna Libre, 

Fe y Carridad. 

MONTHLY. 

Redencion, 

Hijas de la Patria. 

In conclusion I must not forget 
to mention La Caricatura, a paper 
hard to classify. We have noth- 
ing quite like it in the United 
States, though perhaps some idea 
of its character may be conveyed 
by the statement that it is one per 
cent Puck and ninety-nine per 
cent Police Gazette. Its humor 
inclines to grossness and its cari- 
catures, while often clever in con- 
ception, lack artistic merit. It is 
printed on pink paper, on a litho- 
graphic press, in one color only 
(black), and devotes the greater 
part of its text and illustrations to 
crimes and criminals. It is issued 
weekly and is said to have a fairly 
large circulation among the labor- 
ing classes. Cas. L. BENJAMIN. 








A TASTEFUL booklet of forty-two 

es, bears the title “The Better Port- 
and,”” and sets forth the good work ac- 
complished by the Young Men’s Chris- 
tian Association of that city. The book- 
let, which is evidently designed for the 
purpose of interesting people of means 
in the work being done by the Oregon 
Y. M. C. A., is well printed and _illus- 
trated, and bears the imprint of F. W. 
Baltes & Co. 





A SIXTEEN-PAGE pamphlet issued by 
Gutmann & Gutmann, 28 E. 23d street, 
New York, contains specimens of il- 
lustrations and commercial designs pre- 
pared by that firm for well-known ad- 
vertisers. 
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The 1905 Issue. 





The building of large 
business interests through 
advertising is a national 
feature in America. To 
sift among more than 
20,000 newspapers and 
periodicals the true from 
the false—the wheat from 
the chaff—the desirable 
from the undesirable ones 
—is a gigantic if not 
impossible task for an 
advertiser. Rowell’s 
American Newspaper Di- 
rectory is published for 
the purpose to lighten 
the burden of the adver- 
tiser, to help him decide 
where to invest his money 
with the least risk and 
the greatest probability 
of a profitable venture. 
The Directory is the one 
work that comes nearest 
to solve the greatest 
problems which con- 
stantly confront the ad- 
vertiser who has the spirit 
of going ahead. 





The 1905 issue—37th year—ready about 
May 20. Price $10.00. 
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(A Roll of Honor } 


(THIRD YEAR.) 


No amount of money can buy a piace in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement. duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (+) 

















These are generally regarded the 
to know what he pays his hard cash for. 


‘publishers who believe that an advertiser has a right 





Announcements under this classification, if entitled as above. cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 percent discount if paid wholly in 


advance. Weekly, = or quarterly correc 
can be made, provided the ees sends 
dated, covering the additiona 
paper Directory. 


ALABAMA. 
Athens. Limestone Democrat. weekly. R. H. 
Walker, pub. Actual average for 1904, 1,011. 


ety em Ledger. dy. Average for 1904, 


20,176. E. Katz., 8.A., N.Y. 
ARIZONA. 
Phoenix, es Daily average for 1904. 


T. Logan Special Agency, 
"ARKANS AS. 


Fort Smith, Times, daily. In 1903 no issue 
less than 2.750. Actual ee ad October, 
November and December, 1904, 8,6 

Little Rock, Arkansas Sosa Anderson 
& Millar, pubs. Actual average 1903, 10,000. 

Little Rock, Baptist Advance, wy. John 
Jeter Hurt, editor. Av. 1904, 5.118. 

CALIFORNIA. 

Freano. Morning Republican, daily. Arer. 1904, 
6,415. LaCoste & Maxwell, N. Y. & Chicago. 

Mountain View, Signs of 4 Times. Actuai 
weekly average for 1904, 27.108, 

San Franetaeo, Call, d’y and Sy. J.D. Spreck- 
els. Actuil daily average for year ending Dec., 
1904, 62,282; Sunday, 87.947. 

San Jose. Town and Country Journal, 

w. G. Bohannan Co. Average 1904, 9, 125. 
First three months 1905, 15.000. 
COLORADO. 

Denver. Clay’s Review ; weekly ; Perry A. Clay. 
Actual average for 1904, 10,926 (). 

Denver, Vost, daily. Post Printing and Pub- 
ishing ©o. Average for 1904, 44.577. Average 
Sor February, 1905, 45,889. Gain, 1,262. 

&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 

CONNECTICUT. 


Wartiord. Times, daily. Average for 1904, 
17,547. Perry Lukens, Jr.. N. Y. Rep. 


Meriden, Morning Recor Record and Republican. 


6,889. Chu 


GUA 
rEEO 





daily average for 1904, 7.559. 

New Haven, Evening Register, Softy. Actual | 
av. for $908, 18,618; Sunday,11,107. 

New Haven. QOoldsmith and Silversmith, Ir 
monthly. Actual average for 1903, 7,317. 


tions to date showing increase of circulation 
a statement in detail, properly signed and 


period, in accordance with the rules of the American News- 


New Haven, Paliadium, daily. Average for 
1904, 7.857. E. Katz, Special Agent, N. Y. 


New Haven. Union. Av. 1904, 16,076. E. 
Katz, Special Ageut. N. Y. 


New London. Day, ev’g Arer. 1904, 5,855. 
Average gain over 03,242. E. Katz, Spec. Ad 
Agt., N.Y. 

Norwich, Bulletin, morning. Average for 1903 
4,988; for 1904, 5,850; now 5,546. 


Norwalk, Evening Hour. Daily average year 
ending Dec., 1904, 8.217 (3). 

Waterbury. Republican, dy. Arer. for 1904, 
5.770. La Coste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 
Wilmington, Every Evening. Average guar- 
anteed circulation for 1904, 11,460, 








Wilmington. Morning News. Only morning 
paper in State. Three mos. end, Dec., 194,10,074, 
DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily aan Sunday. 

Daily average for 1904. 85.502 (© © 
National Tribune, weekly. Average for 1904, 
100,208, 

Smith & Thompson, Rep., N. Y. «& Chicago. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 1904, 85,502 (©©). 
FLORIDA. 
Jackaonville, Metropolis, d’y Av. 1904, 8,760. 
E. Katz, Sp. Ag.. N. Y. 
GEORGIA. 
Atlanta. Journal,dy. Av. 1904, 48,688, Feb., 
1905,44,811. Semi-weekly 45.867, 
Atlanta, News Actuil daily average. 1904, 
24.230. S.C. Beckwith. Sp Ag., N. Y. & Chi. 


Augusta, Chronicle. Only mornin © uaa 
1904 average. daily 5.6613; Sunday 7,4 


IDAHO. 
Boise. Evening Capital News. Daily average 
1904, 8.296; average February, 1905, 4,580. 
Actual circulation March 1, 1905, 4,815. 


ILLINOIS. 
Cairo. Bulletin. Daily and Sunday average 
1904, 1,945, 
Cairo, Citizen. Daily Average 1904, 1,196, 
weekly, 1,127. 


Pb lpn Daily News. Jn January, 1906, 
o day’s issue of less than 2, 800. 

Chiengo, Bakers’ Helper, monthly ($2.00). 
R. vli — Arerage for 194,4,100 (OO). 


H. 








1" ’ Gazette, stock farm,week- 
ere Pa Co. Actual av erage for 190% 
1904, 87, 757. 
Ohicago. Farmers’ 8’ Voice Actual weekly aver- 
age year ending December.1904, 25,052 (>). 
Ohieago. Grain Dealers Journal. s.mo. Grain 
DealersCompany. 4v. for 1904, 4,926 (OO). 
Ohieago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual arerage 1904, 18,750. 


Chieago. National Harness Review, mo. Av. 
for 1902,5.291. First 8 wos. 1903, 6.250. 


Ohieago, Record-Herald. Arerage 194, daily 
145.761. Sunday 199.400. Average Jan. and 
Feb., 1905, daily 148.821, Suuday 202,098. 

Ohieago. Retailers’ Journal, 
voted to the grocer: terest. 
culation 11,000. La Salle eg Chicago. 

Kewanee, Star-Courier Sor 1904. daily 
8,290, wy. 1,278. Daily ert mos. °04,8.296. 

La Salle, Sap Feomien, Polish, weekly. 
Average 1903, 1.80. 

Peorta, Star, evenings ana Sunday morning. 
Actual average for 1904, d'y 21,528, S’y 9.957. 

INDIANA. 
Evaneville. Contr, peat and 8. Courier Co., 
ub. Act, av. ’03,12.61% (244). Sworn ar. vs, 12,- 

84. Smithe Thompson, Sp. Sp. Rep.,N.Y.& Chicago. 

Evanaville. Journal-News. Ar, 1903, ay 18,- 
852, for '04,14,030. E.Katz,8. A., N. ¥ 

Goshen. Cooking Club, monthly. Average for 
4903, 26.87%. A persistent medium, as house 
wires keep every issue for daily reference 


Indianapolia, News. dy. Aver. net sales in 1904, 





87.880; 


monthly. De- 
"Guaranteed cir- 


72,982. In February, 1905, 78,583. 
Indianapolis. Star. Arer. net sales 1904 (all 
urns and unsold copies deducted), $8,274 (:k). 


Marion. Leader, daily. W. B. a, pub. 
Actual average for year 1904, 5.635. 
Munele, Star. Average net pon 1904 (all 
rns and unsold copies deducted) 28,781. 
Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 194, 23,815 
_—_e Sun-Telegram. Sworn ar. 
761. 

Big Bend. Tribune. Sworn daily average 
1904, 6,589. Sworn arerage for Feb., 6,888. 
ro Haute. Star. Ar. net sales 1904 (all 
returnsand unsold copies deducted), 21.288 (>). 


INDIAN TERRITORY. 
Ardmore. Ardmoreite, daily and wun. 
Average for 1904, dy.. 2,068; wy.. 8.291 


IOWA. 
Davenport. Democrat and Leader. Largest 
guar. city circu'n. Sworn worn aver. Mar., 1905, 7,191. 


Davenport. Times. 8. Daily arer. 1904, 9.895. 
Daily aver. Feb... 1905, 10.07%. Cir. guar. greiter 
than all other Darenport dailies combin 


1904, dy. 


Des Moines. Capital, daily. Lafayette Y ome 
—. Actuil aver sold 1904, 86, 
circulation over 89.000. 
City pF en the largest of any Des Moines 
newspaper absolutely guaranteed. Only erening 
r ag sed Sieg of the depart. 
ment & res. Carries largest amount of local 


adrertts ing. 


Tea Moines. News. daily. Actual arerage for 
1904,42.620, B.D. Butler, N. Y. aud Chicago, 

Den Motnea. Wallace s poe, wy. Est. 1879- 
Actual arerage for 1904, 86.8 

Mureatine. Joarnsl. — av. 1904, &.240, 
semi weekly 8.08%, daily, December. 5,907. 


Ottumwa. Courier. Daily average for Dee- 
=: 1904, ee see. Tri-weekly average for Dec- 
ember, 1904, 

Steux ow, Journal. Dy. ar. for 1904 (sworn) 
1.784 av. for Dec., 1904, 28,808. CU’ 
es ways - ae readers in its jield than of all 

other da ly papers combined. 
Sioux City. Tribune Evening. 
daily, averuge 1904, 20,678: Jan ,1905, 





Net sworn 
23.895. 
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KANSAS. 
Wutehinaon. Bowe. Daily 1904,2,964. E.K 
— New Yor! ida po 
— eka, Western ate educational 
aul ly. Average for 1904, 7.30 
KENTUCKY. 
Lexington. Leader. Aver. for 1904. afternoon 
4.041, Sunday 5.597. E Katz, Special Agent. 
Louleaville. Evening Post, dy. Kvening Post 
Co., pubs. actual arerage for 1903, 26.964. 
Padueah. News-Democrat. Sa. 1903, 
2,904. Yearending Dec. 31, 1904, 8.008 
Paduenh, The Sun. Arerage for Maiainy, 


1905 8,478. 
LOUISIANA. 
New Orleans, The Southern Buck, official 
organof Flkdom in La. and Miss. Av.’04,4.815. 


oe. 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average for 194, 1,269,641. 

Bangor. Commercial. Average for 1904, daily 
8,991, weekly 28,887. 

Dover. gg Observer. 
average 1904,1,918 

Lewiston. ante Journal, Gaily. Aver. for 
1904, 7,524 (©), weekly 17.450 (© ©). 

Ph gy Woods and Woodsman,weekly. 

. W. Brackett Co. Arerage for 1904, 8,180. 

Portland. Evening F xpress. Ar emape al 1904, 
daily 12.166, Sunday Telegram, 8,476 


MASSACHUSETTS. 

Boston. Globe. Average for 1904, daily, 19%.- 
705, Sunday, 298.868. “Largest Circulation 
Dailu of any wo cent paper in the United States. 
100,000 more circulation than any other Sunday 
paper in New England.” Advertisements go in 
morning and afternoon editions for one price. 


MARCH, 1905. 


DAILY. 


208,693 | 
200,955 | 
| 


Actual weekly 





SUNDAY. 





201,147 
204,679 
313,087 


$13,718 


313,358 


$14,688 








| 

x | 
198,470 | 
| 


Total 5,497,976 1,254,796 


Daily Average, - 203,628 
Sunday Average, 313,699 


Perfect copies printed for sale. 
CHAS. H. TAYLOR, Jr., 
Business Manager. 





April 3, 1905. 




















PRINTERS’ INK. 


Boaton, Evening Transcript(@©)(412). yaa 
tea table paper. Largest amount of week day ad 


Boston, Post Average for 193, daft. ihe 

~ BOS; - 1904, 211.221. oston Sui 
average for 1903, 160,421: for 1904, 1" 664. 
Largest daily circulation for 1904 in all’ New 
England, whether morning or evening, or morn- 
ng and evening editions combi bined: Second 
largest Sunday circulation in New England, 
Daily rate, 20 cents per agate line, flat, run-of 


Sunday rate. 18 cents per line. 
Ddvertteing prop in New 
Boaton, Traveler. Kst. 1824. Actual daily av. 
1902, 78.852. In 1903, 76.666. - For 1904, aver- 


age daily circulation, 81,085 es. 
Keps.: Smith & Thompson. N. Y. and Chicago. 


East Northfield, Record of Christian Work, 
mo. $1. Aver. for year end’g Dec. 31, a a 250. 
Dse. 34, 1904, 20,660, Over 90 per ‘cent — 
scriptions. Puge rate. $22.40 flat, prorata, 


North Adama, Transcript, even. Daily aver. 
printed 1904, 5,895. Last 3 mos., 1904, 6,166. 

Springfield. Good Housekeeping,mo. <Aver- 
age 1904.171.01%. No issue in 1905 less than 
200,000 copies. All Ul advertisements guaranteed. 


Woreester. Evening Post, daily. Worcester 
Post Co, Average for 1904, 12,617. 

Wevessten, {/Opinion puatione. ¢ daily (OO). 
Arerage 190. 2. Only nch paper in 
Unit States on RdU of Honor. 


MARYLAND. 
Baltimore, News, daily. Even- 


ing News Publishing] Company. 











ey 
TEED Average 194, 58,784. For 
March, 1905, 64,528. 
MICHIGAN. 
nee ete: pRbek "000 BAT 4%. - 


Flint, Michigan Daily Journal. Aver. amend. 
Dec, 31, '04, 6,512 (3%). Av. for Dec 7,282 (zf). 


Grand Bpstta, Evening Press dy. Average 
1904, 44,807. 


Grand Rapids, Herald. Average daily issue 
last six months of 1904, 28.661. Only morning 
and only Sunda all its field, Grand Rapids 
(pop. 100,000) an stern estern Michigan ( pop. 750,000), 


Juekson, Press and Patriot. Actual daily 
average for 1904,6,605. Av. Mar., 1905, 27,282. 


Kalamazoo. Evening Telegraph. Last six 
mos, 1904, dy. 9,812, Dec. 10,086, 8.-w. 9,511, 


Kalamazoo, Gazette, daily, 1904, a 
Dec.11,087. Largest circulation by 4,500 


Saginaw. Courier-Herald, daily, aeotes 

Average 1904, 10,288; February, 1905, 11,040. 
Saginaw. Evening News, daily. Average for 

9004,14,816. March, 1905,15,266. 


MINNESOTA. 
oan. Svenska Amerikanska Posten. 
wan J. Turnblad, pub. 1904, 52,068. 


“Gaeeae Tribune. W. J. Murphy, pub. 

Est. 1867. Oldest <n —. 1904, 
daily averuge, 37,9293; last quarter of 
190h was 92,222: "Sunday 71, oui" Daily 


a e for wry 1905, was 92,292 
net: rok, 7a 886. Sunday average 
March, 72,51 


OIROULATN | The asin Tvsbune is guar- 
nteed to have a larg reula- 

tow than any other. " winnés 

olis newspaper’s evening e 
ivery of 


paper 

. alon 40,000 daly. The 

ye _— Tribune is the reeognized 
—. t Ad paper of Minne- 


weitmennolic. Farmers’ Tribune, twice a-week. 
W: J. Murphy, pub. Aver. for 1904, 56,814, 
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Mingenpelie, Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78,854. Actual 
average 4 ans, FOr ee 5 


absolute accuracy of Farm. 
Stock & Home’s circulation rating 
is guaranteed by the A 
(Alar Newspaper wosery Circulation ts 
AN practically co to the Sarmers 
TEED of Minnesota, ti otas, Western 


it to reach sectt section most profitably. ° 


Minneapolis. Journal, dai dail # Journal Print- 
ng Co. Aver. for 1903, 57,0893 1904, 64.888 ; 
January, 1905,67.598. Keb., 1905, 67,868. 

ute accuracy of 4 
Journal’s circulation rati 





guaranteed by the American bo 
CA paper Directory. e reaches @ 
AN greater number of the purchasing 
TEED and goes into more homes 
than any — in its jield. It 

brings resul 
8t. Paul, err dy. Aver. 1904, 58.086. 
January, 1995, 59.501. ST. PAUL’S LEAD- 


ING NEWSPAPER. W’y aver. 1904, 78,951. 
&t. Paul. Globe, daily. Globe Co., publishers 
Actual average for 194, 31,688. 


St. Paul. News, daily. Actual average for 
1904.86,204. B.D. Butler,N. Y. and Chicago. 
Daily average for 


St. Paul. Pioneer-Press. 
1904 85,090, Sunday 80,484. 


&t. Paul. The Farmer, s.-mo. Rate, 35c. per 
line, with discounts. Circulation for year endirg 
June, 1904, 81,500. Present Present average, 85,900. 


St. Paul, Volkszeitung. Actual arerage 190. 
dy. 12,685, wy. 28,687, Sonntagsblutt 25.640, 


Winona, Republican and Herald, daily. Aver- 
age year ending December, 1904, 4,216. 


MONTANA. 
Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


MISSOURI. 

Clinton, Republican. W’y av. last 6 mos, 1904, 
8,840. D’y. est. Apr.,’04; av. last 6 mos.’04, 800, 

Joplin, Globe, daily. Average 1904, 12,046, 
E. Katz, Special Toente i. ¥. 

Kansas City, Journal, d'y ard w’y. Average 
for 1904, daily 64,114, weekly 199,890. 

Kansas City, World, dail: dail Actual average 
Sor 1904, 61,478. B.D. "Butler, N, Y. & Chicago. 


St. Joseph, News and Press. Act. daily aves. 
for 1904, $2,057. Smith & Thompson, Eust. Rep, 


St. Louis, Medical Brief.mo. J. J. Lawrence 
A.M.,M.D.,ed.and pub. Av. for 1904, 41,408, 


St. Louis, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). astern office, 59 Maiden Lane. 

St. Louis, National Farmer and Stock Grower, 


monthly, Average for 1902, 68.588: average for 
1903, 106,625; average for 1904, 104,750. A 








St. Louis. The Woman's M ne. monthly. 
Women and home. Lewis Pub.Co, Proven aver- 
age for 1903, 1,845,511. ‘ual proven aver- 
age for past 12 months +t. werd very issue 
guaranteed to 3 cuuae ‘ull 
count. Largest oddlae wv aa publication 
in the world. 

NEBRASKA. 


Lineoln, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, 1% June, 1904, 149,808. 


Lineoin, Freie Press, weekly. Actual average 
for year ending June, 190b, 152,088, 
Lineoln. Journal and News. Daily average 


1904, 26,888; February average 28,055. 


Omaha, Den Danske Pioneer, Sophus F. 
Neble Pub. Co. average for erage for 190s, & 628. 


Omaha, News, daily. Acts Actual a aureus fer ‘or 4 
41,759. B.D. ‘Butler. New York and — 


NEW HAMPSHIRE. 


Nashua, Telegraph, dy. and Daily aver. 
10 ms. "04, 2,83 03 Dctobar 0h, 8 i6y. . 
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NEW JERSEY. 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end. Dec, 31, 1904, 8,687, 

Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1904, 2, 411. 


Jeraey City. Evening Journal. oo Sor 
1904,21,106. First 3mos 1905, 22,68: 


Newurk.Evening News. Evening News Pub. 
Co. Av. for March, 1905,61,405. 


Newmarket, Advertise:s’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125. 


Washington, Star. wy. Sworn av. ’03, 8,759. 
Sworn aver. ’04. 8.981. More actual subs. than 
any jive other Warren Co, papers. 


NEW YORK. 
, Journal, evening, Journal Co. Daily 
OF 1904, 18,255. 


Alban 
average 

Albany. Times-Union. every evening. Est. 1856. 
Av, for 194, 80,487; Jan. und Feb., 05, 82,945. 


Batavia, News, evening. 
6.487. Average 904, 6,757. 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 19/4, 18,210, 


Buffalo. Courier, morn.; Enquirer, even. W. 
J. Conners. Aver. for 1904, morning Y 
evening $2,702; Sunday average 78,58 


waged Evening News. Daily average 1904, 
* e. 


Average 1903, 





Catekill. Recorder, weekly. < woig A Hall, edi- 
tor. 1904 av., 3,636. v. December, & 


i. Av. TS1. 


Cortiand. Democrat, Fridays. Est.1840. Aver. 
1904, 2,296. Only Dem. paper in county. 

Lyons. Republican, established 1821. Chas. H. 
poe editor and prop. Circulation 1903, 2821. 

ount Vernon, Daily Argus. Average 194, 

avis Westchester County's leading puper. 

Ne ania. News. daily. Av. for 1904, 4.722. 
3,000 more thau all other Newb gh ‘paperscombined. 

New ork City. 

American Mach wy., hi construc. 
(Also European edition. ) ‘Average 1904, 20,139. 

Arey &Navy Soursal | Est. 1863. ogee 
average for 52 issues, 1904,9.87 (OO). Only 
Military paper awarded “Gold Marke 

Baker’s Review monthly. W.k. Gregory Co., 
publishers. Actual average for 1904, 4,900. 

Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Arerage for 1904,87,025, pres- 
ent circulation, 50,000 




















Chpper, weekly (Theatrical). Frank Gueen, 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


Fl Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1904,7,292. 


Electrical Review, weekis. Electrical Review 


Pub, Co. Average for 1904, 7.868 (O ©). 
Forward, daily Forward Association, Aver- 
age for 1903, 48,241. 
Haberdasher, mo. est. 1881. Actual arerage for 
1904, 7.000. Binders’ affidarit and Post Office 
receipts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, oo 
In 1994, average issue, 17.500 (© ©). 
D. T. MALLETT, Pub., 253 -ub., 253 Broadway. 


Leslie’s Weekly. coer aver. year end. Aug, 
1904, 69,077 (sk). Pres. Lv. over 75.000 weekly. 
Leslie’s Monthly M:z ngazine, New York. Arerage 
circulation for the past 12 months, 248.946. 
Present average circulation 800,169. 


Music Trade Review. music trade and art week- 
ly. Average for 1904, 5.509. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402, 


Pocket List of Railroad Officials. qly. Railr’d 
&Transp. Av. 1903, 17.992; April, 1904,19,728, 

The People’s Home Journal,525.166 monthly, 
Good Literature, 452.833 monthly, average cir- 
culations for 1%4—all to paid-in-advance sub- 
scribers. F. M. Lupton, Publisher, 











PRINTERS’ INK. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14, 
918. Actual gain over 
1903, 3,917. 


The Wall Street Journal. | Dow, —e & Co. 
publishers. Daily average 1903, 11,987 


The World. Actual aver. for 1904, aie 802,- 
$85, Evening, 879.785. Sunday, "488 484. 


Rochester. Case and Comment, mo. Law. Av. 
Sor 1904, 8V.000 ; 6 years’ ? average, 30.108. 

sicingg pose! Gazette, “daily. A. N. Liecty. 
Average f 1902, 9,097. actual average for 
1903, 11.623, 190h, 12.574. 


Syracurne, Evening Heraid, daily. Herald Co., 


pub. Aver. 1904, daily 85.648, Sunday 89.161. 


Utiea. National Electrical Contractor, mo. 
Average for 1904, 2,625. 

Utiea. Press, daily. ig A. Meyef, publisher. 
Average for 1904, 14.87 


Warsaw, Western New-Yorker. Smallest bona 
fide issue since Oct, /, 1904, was 5.00 copies. 


NORTH CAROLINA. 


Charlotte. Observer. North Carolina's fore- 
most newspaper. Actual daily aver. — 6,148; 
Sunday, 8,408, semi-weekly, 4,496 


Raleigh, Biblical Recorder. weekly. Average 
1903,8.872, Average 1904, 9,756 


NORTH DAKOTA. 
Gra na Porte. derald, dy. av. for yr. end. Feb., 
05. 6.09 7ill quar. 6. ‘000 for ur..N. Dakota's 
BIGGEST ‘DAILY. La Coste & Maxwell, N.Y. Rep. 


Grand F orks. Normanden, weekly. Av. for 


1903, 5,451. Guar. 6,700 after Nov, 1, 1904, 


OHIO. 


Akron. Beacon Journal. Average /903, 8.208, 
N. Y., 523 Temple Court. Av. Nov., 1904, 10,708. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1904, 79,460: Sunday 68,198. 
Mar., 1905, 80,601 daily; Sunday, 70,520. 

Washington Court House. Fayette Co. 
Record, weekly. Actual average 1903,1,775. 

Youngstown. Vindicator. D’y av.’04,12,020. 
LaCoste & Maxwell, N.Y. & Chicago, 

Zaneaville. Signal, daily, reaches S. E. Ohio. 
Guarantees 5,000. Average six mos. 1904, 5,814. 

Zanesville, ‘times-Recorder. Sworn arerage 
1905,10.855. Guaranteed double nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 


Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, 88,898. 

Guthrie. gig eg pence Capital, dy. and wy. 
Aver. for 1903, daily O62, weekly 25.014, 
Year ending July Fo “3. i 19.868; wy. 28,119. 

Oklahoma City, The Oklahoman. /904aver., 
8,104; Feb., 05, 10,517. E. Katz, Agent, N.Y. 


OREGON. 
Portland. Evening Telegram, dy. (ex. Sun.) 
Average circulation during 1904, 21,271. 


Portland. Oregon Daily Journal. Actual aver- 
age for Fei ry, 19,695; actual average during 
1904, 15,204, 









































PENNSYLVANIA. 


Gyostee. Times, ev’g d’y. Average 1904, 7.929. 


N. Y. office, 220 B’way. FR. Northrup, Mgr. 
Erle. People. weekly. Aug. Klenke, Mer. 
Average 1903, 8,088. 


Erie, Times, daily. 
Mar., 1905,15,165. EH. Katz, Sp. Ag., 

Bowtstere, Telegraph. Dy. sworn av. Dec. ’04 
11,726. Largest ciren. in ren. in Harrisburg guar’t’d. 


Philadelphia, American Medicine. wy- Av. 
for 1902, 19.3827. Av. March 1903, 16.827. 
Philadelphia, German Daily Gazette. Aver. 
circulation 1904, daily 49.088, "Sunday 87,898. 
Sworn statement. Cir. books open 
Philadelphia, Press. Daily average year eud- 
ing Dec. 31, 1904, 118,242 net copies sold. 


Aver. for 1904, 14,257. 
mae 


Philadelphia, Faria Journal, monthly. Wil- 
mer Atkinson Company, publishers. Average 
for 1904, 598,880. Printers’ Ink awarded the 
seventh Sugar Bowl to Farin Journal with this 

inscription 
> seearded June 25th, 1902, by 
* Printers’ Ink, ‘The Little 
** Schoolmaster’ in the Art of 
“ Advertising, to the Farm 
* Jou’ After acanvassing 
“of merits extending over a 

“period of half a year, that nr. anoug all 
“these published in the United § ta tes, has been 

“ pronounced | the one that best serves 'ts purpose 
“as an ed and Sor the agricultu- 
“ral population, and as an effective and economi- 
“cal medium ‘for communicating with them 
“through its advertising columns.” 


Pattedeiobte. Sunday School Times, weekly. 
Average for 194, 92.518. Send for rates to 
The Religious Press ‘Aseociation, Philadelpnia, 


Philadelphia. The Grocery World. Actual 
average year ending August, 1904, 11,741. 


Pitteburz, Lator World, wy. Av. 1904, 22, 
618. Reaches best paid class class of workmen invU.R. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
montb of March, 1995: 














é Total for 27 days, 6,082,529 copies, 
NET AVERAGE FOR MARCH, 


225,218 copies per day 


The Sunes circulation figures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 
Wm. L. McLean, Publisber. 
PHILADELPHIA, April, 4th, 1905. 
In (Sle ge there are over 230,000 homes 
THE BULLETIN’s circulation, which during the 


month of February averaged 215.136 copies per 
day, goes each evening into a majority of these 
mes. 
Pottaville, Evening Chronicle. Official county 
organ. i 8 


Weat Chester. Locai News. daily. 
Hodgson. Average for 1903 15,168. 


Daily average /903, 6,6 
Ww. 


PRINTERS’ INK. 
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The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 
February Circulation 
The following statement shows the actual cir- 


culation of THE EVENING TELEGRAPH for each 
day in the month of wee 1905: 








NET AVERAGE FOR FEBRUARY 


147,040 copies per day 


BARCLAY 8B. AeepEron, President. 
Philadelphia, March 6, I 
Williamsport. Grit. ~ merieate Greatest 

Weekty. Net paid average 1904, 198.758. Smith 

& Thompson, leps., New York land Chicago. 

York, Dispatch, daily. Average for 1904, 
8,974. Enters two-thirds of Y rk homes. 
RHODE ISLAND. 

Pawtueket. Evening Times. Average daily 
for 1904, 16,850 sworn. 

Providence, Daily Journal, 17,290 (@©). 
Sunday,20. 486 (OO). Evening Bulletin $2, 886 
sverage 1904. Providence Journal Co.. pubs 

Weaterly, Sun. Geo. H. Utter, pub. Average 
1904, 4,480. Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 

Oharleston, Evening Post. Actual dy. aver. 
for first 3 months 195 4,110, 

Columbia, State, Actual average for 1904, 
daily 8,164 owl bia? per issue; semi weekly 
2.251, Sunday 17 (@©). Act. aver. for last 
six months rea Oe daily 8.6263 Sunday 9,912. 
t@ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 


accuracy. 
TENNESSEE. 
Chattanooga, Crabtree’s Weekly Press. Aver 
age November and December, 47.044 (7). 
Knoxville. Journal and Tribune. Average 
weekly, six months to Dec. 31. 1904, 14,500 
Knoxville. Sentinel. Av.’04,11,482. Led near- 
est competitor 11,000 in advert’ng. ‘04, 6 days vs. 7. 
bec gr Commercial Appeal. daily, Sunday, 
weekly. Average 194, daily 88.965. Sunday 
47.002, weekly 86.840, (964). Smith & Thomp= 
son, Represenatives N. Y. & N. ¥. &C hicago. 
y nahville. Banner, daily. daily. Aver. for year 1903, 
Only 


GUAR 
TEEO 


8.772; for 194, 20.708. Nashville 
daily eligible to Roll of Honor. 
' TEXAS. 

Denton. Record and Chronicle, Daily av. 


1904, 816. Weekly av., 2,775. The daily and 
weekly reach wearly 80 per cent of the tax paying 
Samilies of Denton county, 








ERSTE romero 
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El Paso, Herald. Dy. av. 1904, Kany 3 Dec.. 
1904,4,485. Merchants’ canvass showed Herald 
in 80 per ceut of El Paso homes. Only El Paso 
daily paper eligible to Roll +4 Honor. 


Paris, ainente, dy. W.N. Furey, pub. Act- 
ual average, 1903, 1,827; ip 1,881. 


VERMONT. 
oa Times, daily. F. E. Langley. Aver. 1904, 


y Daily News, evening. Actual 
daily average 1904,6.018 ; last 6 mos., 6,625; 
last 5 mos., 7,024; last month, 7,847. 


VIRGINIA. 


Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098; for 1903, 7,482; for 1904. 9,481; 
January, 1905, 9,858; 8; February, 10,648. 

Richmond, News Leader, ¢ Leader, afternoons. Actual 
daily average 1904, 28.575 (see American News- 
paper Directory). It has no equal in pulling 
power between ashington and Atlanta. 


Richmond, Times-Dispatch, morning. Actual 
qd average year ending Dec., 1904, 20,172. 
wg circulation with no waste or 
duplicn ton. In ninety per cent of Richmond 
homes. The State paper. 


WASHINGTON. 
Seattle, Times. Actual aver. circulation Oct. 
Nov. and Dec., 1904, 37.090 daily, 45,450 Sun- 
day. ne largest daily and Sunday in State. 


Tae . Ledge Du. av. 1904, 14.564; Sy., 
18, ato: aie 9.524. Aver. 4 mos., ending Jan. 
31, 1905, Dy »696, Sy., 19, 81%. 8. C. Beck- 

h, rep., Tribune Bldg., N. Y. & Chicago. 


WEST VIRGINIA. 


Parkersburg, Sentinel, ye aa Hornor, 
pub. Average for 1904, 2.820 

w pene. News. Daily a ae 9.707, 
ngge | cirewn 10.829. For 12 months up 
to April 14,1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 
La Crosse, Leader-Press evening. Actual 
average 1904,6,879. Average Dec., 14, 6,588. 


vetoes Footy of Wisconsin, d’y. 'vg.Wis- 
consin Co. rage for 1904, 26, 201; January, 
1905, 26,889, February 27.814 (@6). 


Milwaukee, Germania-Abendpost. dy. Av. for 
year end’g Feb.,'04, 28,876; av. Feb.,’04, 24,808. 


Milwaukee. Journal, daily. Journal Co., pub, 
Yr., end. Dec., 1904, 87, 170° Feb., 1905, 88,7 76. 


Oshkosh, Northwestern. oe. Average for 
1904, 7.281. December, 1904, 7,426 


Wisconsin Agriculturist, 

Ravine, for bp = = ia 

Average ‘or 1903, weekly, . ° 

GvSe 904, “ 82.254. 

Only Wisconsin paper whose cir- 

re bo culation is guaranteed by the 

American Newspaper Directory. 
Advertising, $2.80 per inch. 























Ch Tribi o ay ly averag 
eyenne, Tribune. Actual daily a efor 
1s, 82986.” , ” 


Rock Springs, Independent. Weekly average 
Sor 193, 1,055. First eight months 1904. 1,582. 


BRITISH COLUMBIA. 
Vancouver. Province, daily. W.C. Nichol, 
publisher, os sfor 1904, 7,426; average for 

February, + 
Victoria. Colonist. daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 
MANITOBA. CAN. 
Winnipeg. Der Nordwesten, Western Canada’ le 
German newspaper, covers the entire Germa: 


speaking population—its exclusive field. aser. 
age for 12 months ending Jun June 30, 1904, 10,798. 


Winnipeg, Free Press, $098 and weekly. Av- 
erage for 194, daily, ae ee 3 weekly, 15,801. 
Daily, February, 1905, 27,70 

NEW nouneraox, CAN. 


St. John. Star. Actual daily average for 
September, 1904, 6,806. 
NOVA SCOTIA, CAN. 
Walifax, Herald (O©@) and Evening Mail. 
Sworu circulation exceeds 16,000. Flat rate. 
ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly. Average for 1904, 6,000. 





Toronto, Evening Telegram. Daily, aver. 
1904, 381,884. Perry Lukens, Jr., N.Y. i 


Toronto. Star, daily. Sworn average cir- 
culation for March 195,89,021. Largest cir- 
culation of any evening paper published in 
Ontario. 


Toronto, The News. x AA ‘our months 
ending February 28, 1905,8%,711 daily. Certified 
by The Advertisers Bureau of Circwation E.r- 
aminations. rgest circulation of any 
evening paper published in Ontario. 


QUEBEC, CAN. 


Montreal. Herald, daily. Est. 1808. Actual 
aver. daily 1904, 28,850; weekly, 18,886. 





Montreal. Journal of Agriculture and Horti- 
culture. Semi-monthly. Average 1904, 61,427. 
Montreal. La Presse. La Presse Pub. Co., 
Ltd., publishers. Actual average 1904, daily, 
80,259; Av. Mar., 05, 95,826. Sat., 118,892. 


Montreal. Le Canada. da. Actual average 1904— 
daily, 19,¢87; weekly, 18.757. 


Montreal. Star, d y.&wy. Graham &Co. Av. 
for 103, dy. &5.127. a. .™ 269. Av. for 1904, 
dy. 56,705, wy wy. 125, 240. 


No good publication ever onde a » iain 


advertising campaign in 


PrinTERS INK without 


being amply repaid for the investment—several ad- 
mit that advertising in Printers’ INK made them 


what they are to a fair extent. 


A quarter page in- 


serted four times a month costs no more than a 
whole page once a month, but the quarter pages 


constitute four reminders instead of only one, 


, 
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| (o ©) GOLD MARK PAPERS©O) 








(©©) Advertisers value these ~~ y 
the mere number of copies print 
he sign ©.— Webster’s Dictionary. 


pers more for the class and gqyaitty of their circulation than for 
Among the old chemists go! 


d was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory, one hundred and nine are distin: 
marks (© ©), the meaning of which is explain 


ished from all the others by the so-called 


gold 
ve. 


Announcements urder this classification, from publications having the gold marks in the 
Directory, cost 20 cents per line fn week, two lines (the smallest advertisement accepted) cost 


$20.30 Lor a full year, 10 per cent 


iscount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D.C. 

THE EVENINGSTAR (@©), Washington, D C. 
Reaches 90% of the Washington homes, 
ILLINOIS, 

paonn ty r in Chicago 
O Tas reine? 





TRIBUNE (© ©. 
ceiving this mark 


satisfactory ——_ 
©), Chicago, only “Gold 


BAKERS’ HELPER, ( 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every State and ferritory, 


MASSACHUSETTS. 


BOSTON PILOT (©), every Somerton. eee 
Catholic. Patrick M. Donahoe, manager. 


BOSTON EVENING TRANSCRIPT (©6), estab- 
lished 1830. The only gold inark daily in Boston. 


MICHIGAN, 
Grand Rapide,. Furniture Record (QO). Only 
national paper in its field. 


MINNESOTA, 


TEENORTHWESTERN MILLER 


)) Minnea per year. Covers 
(OF &, and flow -3 yt ry over er the word. The 
only “Gold Mark” milling journal (OO). 


NEW YORK, 
THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 


ENGINEERING NEWS (@©).—An authority of 
the first order.—Tribune, Charleston, W. Va. 


VOGUE (©9), the agg on fashions. Ten 
cents a copy; $4a year. th Ave., New York, 


HARDWARE DIALERS’ Tae 
In 1904, average issue, 17,500 (O©). 
D. T. MALLI:-TT, Pub. 253 Broadway, N. ee 


NEW YORK HERALD (@©). Whoever men- 
tions America’s a hewspapers mentions 
the New York HERA 


THE NEW YORK TIMES (© ©), Times Square, 
“Allthe news that’s fit to print.” Netcirculation 
fas metropolitan district exceeding 100,000 copies 

aily. 


ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers: li largest ong circulation. 


BUFFALO COMMERCIAL © Desirable 
because it always produces satis: ae results. 


CENTURY MAGAZINE (© ©). There area few 

Ran in every community who know more 

han all the others. These people read the 
‘ENTURY MAGAZINE. 


NEW YORK Li fe ©). daily and Sun- 
day. Established 1 A conservative, clean 
and up-to-date hn. i, whose reauers repre- 
sent intellect and purchasing power toa high- 
grade advertiser. 


JUNE ads 








OOo, 
CINCINNATI a (9. 
ential—of world-wide fame. Best advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago. 


Great—influ- 


PENNSYLVANIA. 
THE PITTSBURG DISPATCH (©©), a home 
delivered circulation among those of all classes 
with money to buy. 


THE PUBLIC LEDGER (@60), the onLy news- 
pees admitted into thousands of Philadelphia 
omes. ‘Philadelphia’s landmarks: Independ- 
ence Hall and Public Ledger.” Circulation grow- 
ing faster than for 50 years; leader in Financial 
ucational, Book, Real Estate, Auction, and all 
other classified advertising that counts. 


SOUTH CAROLINA, 


THE STATE (@O), Columbia, 8. C. 
every part of South (‘arolina, 





-» Teaches 


VIRGINIA. 

NORFOLK LANDMARK (@©)the recognized 
medium in its territory for investors and buy- 
ers. Holds certiticate from the Association of 
American Advertisers A. 3 bona fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers WHO have gotten splendid 
results from LANDMARK. 


WISCONSIN. 


THE MILWAUKEK EVENING WISCONSIN 
(©O), one of the Golden Dozen Newspapers. 


CANADA. 


THE HALIFAX HERALD (© 6) and the EVEY- 
ING MAIL. Circulation exce exceeds 16,000, fiat rate. 


THE TORONTO | GLOBE (co) 


Canada’s National N re United States 
representatives. BRIGHT & & VERREE, New York 
and Chicago. Sworn circulation 1904, 51,231. 








FLAWS IN STOCK ADVERTISING. 


When making up your prospectus 
insert names and addresses of officers 
on page devoted to that purpose. It 1s 
quite a common thing for corporations 
to send out their prospectus with names 
of officers or directors given, but with 
their P. O. address omitted. 

It is also a common thing for the 
investor (and by this we mean an in- 
vestor capable of making a generous 
investment) to look up the officers of 
a corporation in the books of Dun or 
Bradstreet. 

If merely their names are given, this 
is difficult, if not impossible. This is a 
vital point frequently overlooked (some- 
times wilfu‘ly, but often unknowingly) 
by many corporations. 

The careless preparation of their 
prospectus is therefore working them 
irreparable harm because it omits vital 
information that it need not, and should 
not.—Business and Finance, New York, 
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THE WANT-AD MEDIUMS | 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 











Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
T's TIMES prints more * Want” and otherclas- 
sified advertisements than the other five 
wspapers in los Angeles combined. it 1s the 
sodium for the ne of ae intelli- 
gence throughout the » hole Southw 
Rate—ONE CENT A WORD FOR EACH INSERTION ; ; 
minimum charge 25 cents. Sworn daily average 
for year 1904, 37,702 —.. Sunday circulation 
regularly exceeds 61 1,000 copies. 


COLORADO. 
HE Denver Post. Sunday edition, April 2, 
1905, contained 4,955 different Classified ads, 
a total of 98 columns. ‘The Post is the big 
Want medium.of the Rocky Mountain region. 
The rate for Want adverusing in the !’osT is 5c. 
per line each insertion, seven words to the line. 
CONNECTICUT. 
ERIDEN, Conn., RECORD covers fleld of 50,000 
A popu ulat: ion ; working people are skilled 
mechanics. Classified rate, cent a word a day; 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAWARE. 


TILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
can safely follow the home example. 








he Delaware the only aey paper that 
antees circulation is‘ Kvery Evening.” att 
carries more classified advertising | than all the 
otber W pers 


DISTRICT OF COLUMBIA. 
‘THB Washington. D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
{AKE COMPARISON ANY DAY. 


ILLINOIS, 
EORIA (Ill) JouRNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue, 


66 NT EARLY everybody who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEws,” a the Post-office 
Review. and that’s why the DalLy News is Chi- 
cago’s “want ad” directory. 
INDIANA. 
T= Indianapolis News during the year 1904 
rinted 125,207 more classified advertise- 
ments than all other dailies of !ndianapolis 
combined, printing a total of 273,730 separate 
paid Want ads during that time 


TI. HE Muncie StaR is the recognized Want ad 

medium of Muncie. It prints four times as 
much classified =r gid daily as all other 
Muncie dailies combin 


4 Wate Marion LEADER is recognized as the best 
result getter for want ads. 


HE Star —— >, composed of Indianapolis 
STAR. Muncie STAR and Terre Haute STAR; 
general offices, Indianapolis. Rate in each, one 
a word; combined rate, two cents per 





THE Terre Haute Star carries more Want ads 
than any other Terre Haute paper. Raie, 
one cent per word. 


HF Indianapoiis STaR is the Want ad medium 
of Indianapolis. It printed during the 

year of 1904 591.313 lines of Wantads. Duri 
the month of December the STaR printed 17. 
lines of classified financial advertising. This is 
4.275 lines more than published by any other In- 
dianapolis newspaper for the Er ev. The 
News in December, 1904, printed 13.060 lines; the 
Sentinel 4,516 lines, and the Sun Pr) lines. The 
Indianapolis STAR accepts no classified adve 
ing free. The rate is one cent per word. 


IOWA. 

\HE Des Moines CAPITAL "ger ge mm the larg- 
est circulation in the city of Des Moines of 
daily newspaper. It is the want ad medium 

of owa. Rate, one centa word. By the month, 
. rline. Itis published six evenings a week. 
urday the big day. 


MAINE. 


HE EVENING EXpREss carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
‘(HE Baltimore News carries more Want Ads 
than any other Bajtimore daily. It is the 
recognized Want Ad medium o1 timore. 


MASSACHUSETTS, 
2 r CENTS for 30 words, 5 days. DAILy ENTER- 
©” prisz, Brockton, Mass., carries saan page 
Want ads. Circulation exceeds 10,000 


Ts BOsTON EVENING TRANSCRIPT is the at 

resort guide for New Englanders. hey 
expect to find all good places listed in its adver- 
tising columns. 


T HE BOSTON TRAVELER publishes more Want 

advertising than any other exclusively even- 
ing paper in its field, and every advertisement 
is paid for at the estavlished rates. 





“carr ied 141, more “Want” 
other Boston paper. It printed a can of 417,228 
classified advertisements. and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 
aT COURIER-HERALD > only Sun- 
paper; result getter; circulation in ex- 
cess of toc 000; 1c. word; ce. subsequent. 


MINNESOTA. 
RE Minneapolis JouRNAL carried over fifty six 
per cent more Want ads during Februa’ 
1905, than any other Minneapolis daily. No free 
Wants and no objectionable Wants. Circulation 
1903, 57,039; 1904, 64,333; January, 1905, 67,598; Feb- 
ruary, "1905, 67,363. 
ne a TRIBUNE is the recognized 
t ad medium of Minneapolis mad has 
been ~~ At. years. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a Jarger circulation in Minneapolis. by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full — (average of two 
pages a day). no free a price covers both 
morning anid evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of id Wanted advertisements or the 
amount in volume. 
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HE St. Pavt Dispatcu is the leading “Want” 

medium in the Northwest, read aad relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1904—58,036; now 59,501. 


MISSOUKI. 
es & Joplin GLOBE carries more Want ads 
han all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum. um, 15¢. 


(PHE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday; 7 to 10 columns 
daily. Kate, 1 cent a word. 


MONTANA, 


HF Anaconda STANDARD is Montana’s great 
“Want Ad” medium; ic.a word. Average 
circulation (1904), 11,359 ; Sunday, 13,756. 


gyn ago 


‘THE Chester, Pa., TIMES carries from.two to 
five times more classified ads than any 
other paper. 








PHILADELPHIA: 
THE BULLETIN. 
Net paid daily average circulation for 
March : 


225,278 copies per day. 
“In Philadelphia nearly everybod 
reads" The Bul ” 


letin.?” 
(ee Roll of Honor.) 


OUTH CAROLINA. 
NVHE Cotumele STATE (O©) carries more Want 
ads than any others. C, newspaper. 


VERMONT. 
HE Burlington DaiLy NeEws is the popular 
paper and the Want medium of the city. 
twice as many people as any other and 





INCOLN sm AND NEW! bined cir- 
r 27,000. Cent a word. 


HE Li rn pot. STaR, the best ‘Want Ad” 
medium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 ‘dat y. Rates, 1 cent 
per word. Sunday Want ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time. DAILY STAR, Lincoln, Neb. 





NEW JERSEY. 
EWARK, N. J., FREIE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100, Ger 
mans, One cent per word ; 8 cents per month. 
menor DAILY JouRNAL covers population 
95.000. Largestcirculation. Brings re- 
sults. Only “* Want” medium. Cent a word. 


NEW YORK. 
MT. HE Post EXPRESS is the best afternoon Want 
ad in ter. 





LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount ere N.Y. Great 
est Want ad in County. 


N Binghamton the LraDER carries largest pat- 
1onage; hence pays best. BECK WITH, N. Y. 


LB bah pid NEWS with over 87,000 circulation, 

is the only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


HE Trwes-Unton, of Albany, New York. Bet- 
ter medium for wants and other — 
matter than any other paper in Alban nT. e 
arantees a circulation greater than al ¥ 
y papers in that city. 


| we INK, published weekly. The rec- 

nized and leading W Wantad medium for 
want ad mediums. mail order articles, aavertis- 
- a. novelties, printing, typewritten circulars, 

stamps, office devices. adwriting, half- 

tone mmekings “and ractically anything which 
interests and oe is to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per w. flat ; six words toa line. Sample 
copies, ten cents. 





Oo. 
| hg Zanesville the TIMES-RECORDER prints twice 
asmany Want Ads as all the other papers. 
HE Zanesville Signa reaches 64 townsin 8. E. 
Ohio, also 68 rurai routes; ¥c. a word net. 


7 OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per word. Largest circulation 


el MANSFIVLD NEWS pettides daily more 
Want ads than any other 20,000 population 

—. 20 words or less 3 consecutive times 

or | ; one cent per each additional word. 





OKLAHOMA. 
HE OKianomaN. Okla. City.9,401. Publishes 
more Wants than avy four Okla.competitors, 
PENNSYLVANIA. 
wy oe (Pa.) Times. Circulation over 


daily. Classified rate, 5 cents a line, 


carries more Want aas. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA, 
HE News LEapeRr, published Cd afternoon 
except Sunday, Richmond, Va. Largest 


circulation by long odds (28,575 pan 1 year) and 
the recognized want advertise ment medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N° paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ANESVILLE GAZETTE, daily and _ weekly, 
reaches 6.500 subscribers in the million dott 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, ia weekly, 5c. line. Big results 
from little 


CAN ADA. 
NHE Halifax HERALD (©©) and the MAIr—Nova 
Scotia’s recognized Wa ant ad mediums, 


A PRESSE, Montreal. L Largest daily circula- 

tion in Canada without exception. (Daily 

85,500, Saturdays 105,000.) Carries more want aas 
than any French newspaper in the world. 


NHE DAILY TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest —* and most up to-date paper of 
Eastern Ca: Jant ads ove cent a word. 
Minimum charge 25 cents. 


HE Toronto DAILY STak is necessary to any 

advertiser who wants to cover the Torento 
field. Carries more general advertising than 
any other toronto paper. Sworn daily average 
circulation, March, 1905, 39,021. 


‘HE Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR Carries more W ant advertisements 
than any oiher weekly paper in Canada. 


PARTICULAR feature of the Toronto EVEN- 

ING TELEGRAM’S Classified advertisements 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the ay perfect 
confidence in them, and next to the large circu- 
lation is perhaps the greatest reason why they 
bring such spleudid results to the advertisers. 


THE Winnipeg Free PRESS carries more 
‘Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FREE PRESS care 
ries a larger volume of general advertising 
than any other daily pa paper in the Dominion. 


BRITISH | COLUMBIA 
T= Vicvona CoLontst covers the entire prov- 
ince of British oan (branch office ir 
poe ny More ey ‘Ly i wg Mein in Lae 
Sunday CoLonisT than in any other paper w 
of Winaipes. One cent a word each issue. Sam- 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


wore 

t@ Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollarsa 
hundred. 

ADVERTISING RATES . 

Advertisements 2 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor -peeced pena selected by the adver- 
tisers, if granted, dou»le price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 


se ree. 
All advertisements must be handed in one 
week in advance. 

Advertisers to thesamount of $10 are entitled 
to afree subscription for one year, if demanded. 
meee 
Cares J. Z1NGG, 

Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Bill,EC 


_NEW YORK, APRIL 12, 1905. _ 











PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





STEADY ADVERTISING. 


Every now and then meteors 
shoot across the sky of publicity. 
Campaigns are launched on a colos- 
sal scale—newspapers are filled 
with quarter, half or full page 
ads; billboards scream the story of 
the new product; car cards re- 
iterate it; booklets and circulars 
lauding it are lavishly mailed and 
distributed. For the space of a 
few months there is a tremendous 
stir and scintillation. Then the 
whole proposition goes out in the 
dark, and every one speedily for- 
gets it. 

The cause of these meteoric ad- 
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vertising careers lies in the failure 
to recognize that constancy is a 
jewel in advertising and that ad- 
vertising success is a matter of 
steady growth, not one of sudden 
forcing. 

The most successful advertisers 
of this country are the steady ad- 
vertisers; the men who plan cam- 
paigns in great detail; the men 
who have started advertising in a 
modest way and have increased 
their appropriations as the results 
became apparent. These men have 
never been foolhardy enough to be- 
lieve that they could scale the 
heights of prosperity at a single 
bound, or could count on past ad- 
vertising to carry them along on 
“downy beds of ease” through the 
present. Advertising gathers force 
as it goes—stop it for any length of 
time and you have to make up for 
the loss of momentum. The mer- 
chant or manufacturer who drops 
his advertising during dull seasons 
is dropping his oars in midstream 
and letting the current bear him 
backwards. 

Account, of course, must be 
taken of times and seasons. There 
is no use in throwing away money 
for general appearance’s sake. The 
shrewd business man will strike 
while the iron is hot, will push af- 
ter business most strongly when 
there is a direct demand that he is 
equipped to satisfy. He won't at- 
tempt to sell fur coats in June or 
tennis rackets in Winnipeg during 
January. 

He will, however, keep his name 
before the public week in, week 
out; will try to create a demand 
by carefully considered advertis- 
ing, will not stand still and let the 
sheer force of inertia carry him 
backwards. 

The man who believes in steady 
advertising and distributes his ap- 
propriation judiciously throughout 
the year will meet with greater re- 
turns than the chap who spends the 
same amount in two or three big 
plunges and then lies back to re- 
gain his wind. This is no mere 
theory. 

Steady advertising, used with 
judgment during dull periods, 
serves not only to make them less 
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dull, but has also a cumulative ef- 
fect whose full fruitage is gathered 
in the busier season. It must, of 
course, be used with judgment. 
Attempts to force trade that is ab- 
solutely unseasonable are farcical. 





Mr. F. E. Morrison, long and 
favorably known in the magazine 
field, has now taken a_ position 
with Success Publishing Co., and 
will hereafter be identified with 
their advertising and promotion 
department. 


Says a friend of the Little 
Schoolmaster: Among the Wash- 
ington, D. C., newspapers which 
never lent an ear to the lobby, but 
maintained a sturdy integrity and 
independence, the most conspicu- 
ous is the Evening Star. 


A Four page folder issued by the 
Boston Transcript calls attention 
to the Boston Automobile and 
Power Boat Show, and suggests to 
automobile and boat manufactur- 
ers the advisability of using in- 
creased space in the Transcript 
during the Show week. 


“EVERY DAY IN THE YEAR.” 


In expanding the scope of its useful- 
mess and wholesome influence by in- 
creasing its issues until it visits the 
homes of its readers on every day in 
the year, the Star has not altered the 
i“ and policy upon which its 

fe and growth of more than half a 
century have been based. 

The Star has ever been in close touch 
and hearty sympathy with the concerns 
of the people of the District as a distinct 
local community. It has recorded with 
minuteness the minor personal happen- 
ings which constitute local news in the 
narrower sense. It has been adviser, 
entertainer and instructor in the home 
circle. It has voiced the grievances 
and minor complaints of the unrepresent- 
ed Washingtonian. It has been dis- 
tinctively a home paper, a family paper, 
@ sympathetic personal paper for Wash- 
ingtonians, 

hat it has been in the past for six 
days in the week it will continue to be 
in the future for seven days in the 
week. Devotion to the welfare and to 
the promotion of the interests of the 
national capital along material, intel- 
lectual and moral lines has been and 
will be its unvarying principle. The 
Star’s editorial announcements of 1852, 
when it was born; of 1867, when its 
present owners took possession; of 1902, 
when it celebrated its fiftieth anni- 
versary, and of to-day all declare the 
same policy; To be honest, fair and ac- 
curate and to fight for Washington.— 
First editorial of the first issue of the 
Washington, D. C., Sunday Star. 
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THE ASSOCIATED SUNDAY 
MAGAZINES. 


Since March 26 the Washington 
Sunday Star and the Baltimore 
Sunday Herald have been added 
to the list taking the Associated 
Sunday Magazine service. The 
other papers on the list are the 
Chicago Record-Herald, St. Louis 
Republic, Pittsburg Post, Phila- 
delphia Press, New York Tribune 
and Boston Post. A total circula- 
tion of over 875,000 is asserted and 
the rate will be advanced to $2.50 
per line with the first issue in 
August, 


THE STORY OF A BANK’S 
PROGRESS. 








Artistic in appearance and in 
thoroughly good taste is the hand- 
some memorial booklet issued by 
the New York County National 
Bank, in commemoration of its 
fiftieth anniversary. For half a 
century this bank has done busi- 
ness in the old Greenwich quarter 
of New York, occupying an unpre- 
tentious building on the corner of 
Eighth Avenue and 14th street. In 
forty-nine years it has had but two 
presidents, the late Francis L. 
Leland and his son, Francis Le- 
land, the actual president of the 
bank. The New York County 
National Banl. has never, even in 
times of stress, failed to pay dol- 
lar for dollar at sight every check 
presented at its counter. It has 
never charged its patrons more 
than the established rates for 
money, even in the panic years of 
1873 and 1893, when other banks 
advanced the rate for loans. As 
a dividend payer it is outranked 
by only two banks in New York 
City—the Chemical National Bank 
and the Fifth Avenue Bank, Its 
directors do not believe in “proc- 
lamations of prosperity” expressed 
in costly edifices, but would rather 
have the bank’s money in the 
bank’s vaults than have it in the 
stone and mortar of a showy build- 
ing. The foregoing and much ad- 
ditional information concerning 
the history and methods of the 
New York County Bank is given 
in the memorial booklet entitled 
“Through | Fifty Years” which 
bears the ‘imprint of the Robert 
Grier Cooke Press, New York. 
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WHEN a publisher refuses to 
divulge the circulation of his paper 
I think it is usually because he is 
receiving for his space a price that 
the number of copies he prints 
does not justify—Mr. Thompson 
of Smith & Thompson, Special 
Agents, Potter Building, New 
York, 


OREGON, WASHINGTON, 
IDAHO AND THEIR 
RESOURCES. 


Anyone interested in the great 
Northwest should send four cents 
in stamps to A. L. Craig, general 
passenger agent of the Oregon 
Railroad & Navigation Co., Port- 
land, Oregon, for a copy of the 
88 page booklet bearing the above 
title. While designed as an adver- 
tisement of the Oregon Railroad 
& Navigation Co, the booklet is 
full of interesting information con- 
cerning the three great States 
named, chapters being devoted to 
climate, soil, grain growing, dairy- 
ing, fruit culture, diversified farm- 
ing, lumbering, mining, stock 
raising, markets, etc. The princi- 
pal towns are ‘also described as 
well as the Lewis and Clark Ex- 
position which opens June Ist. 
Numerous illustrations and a good 
map of the Pacific Northwest add 
to the value of the booklet, which 
reflects credit on its author— 
Rinaldo M. Hall. 


THE FRUITS OF YELLOW 
JOURNALISM. 


I hesitate in undertaking the 
task of presenting the sum of the 
effect yellow journalism has had 
upon the public mind_ generally 
and the press as an_ institution. 
The scope of the subject is too 
great to be comprehended within 
the space of two or three para- 
graphs, and so at best I can hope 
to give only a picture of conditions 
as they are at the moment. The 
process of mutation is continuous; 
this week is no guide to the next, 
although the trend of the news- 
papers is ever away from the 
ideals of the past and from that 
spirit of truth, that motive of 
printing things because those 
things of themselves appeared to 
be right and decent, which gave to 
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the newspapers in the United 
States up to a quarter of a century 
ago a power never attained before 
in the history of civilization. 

But the American people have 
no right to protest. They and 
they alone are to blame. They 
countenanced the misrepresenta- 
tion of facts, the exaggeration, the 
faking, the sensations, the self- 
seeking enterprise of the saffron 
ones, 

Few of the so-called conservative 
papers in the larger cities have 
been able to withstand the vicious 
influence of their yellow competi- 
tors, and in the estimation of the 
thinking part of the public the 
conservatives are no better than 
the “yellies.’ It is seldom one 
hears these times, “I saw it in the 
Sun,” or “I saw it in the Tribune,” 
or “The Post said it was so.” It 
has come to be “You can’t take 
any stock in what any newspaper 
says,’ and “One paper’s as bad as 
another; all of them are fakers.” 
Everywhere is distrust. 

In New York, with few excep- 
tions, the papers of the Jew, the 
Hun, the Italian, and the numer- 
ous other immense and ever-grow- 
ing colonies of foreign races, have 
also adopted the methods of yel- 
low journalism. They are disciples 
of the flashy headline, sensation- 
al description, and fantastic treat- 
ment of facts and things that 
never were. 

Who can say what the effect of 
all this is going to be in the evo- 
lution of these hordes of strange 
people, whose transition from an 
oppressive life under the monarch- 
ies and aristocratic governments 
of the old world to the freedom 
of this has been so sudden? It 
is an unwholesome training, which 
can be fruitful of no good now 
or in the future. This is a demo- 
cratic government where the citi- 
zen has a weapon in the ballot, 
which, if used properly and intel- 
ligently, is more powerful than 
any sword or bomb; but under the 
doctrines of Hearst and his kind 
the danger ever is threatening 
that revolution and not the ballot 
is the method by which reforms 
will be sought whenever the ne- 
cessity arises—Public Opinion, 
March 18, 1905. 




















GAVE THE BOYS A CHANCE. 


At the recent celebration of the 
seventy-fifth anniversary of the 
Albany Evening Journal, on Sat- 
urday, April 1st, Senator Chauncey 
M. Depew delivered an address 
on “Thurlow Weed as I knew 
him” in which he said: 

Horace Greeley, James Gordon Ben- 
nett, Henry J. Raymond and Thurlow 
Weed formcd the quartet of journalists 
who were the fathers of modern political 
and independent newspapers. Alone 
among them Mr. Weed was also a polit- 
ical leader with the rarest sagacity and 
ripest judgment. He held power unin- 
terruptedly for thirty years because, un- 
like most leaders, he never distrusted 
youth. Wherever a young man rose 
above the surface—upon the platform 
as a political speaker, at the bar. as a 
lawyer, as a writer in the newspapers 
—Mr. Weed’s eye was upon him, and 
the local leaders were instructed to give 
him his chance. : 





AN investor’s catechism, explain- 
ing and advertising guaranteed 
mortgages, and run serially in New 
York dailies by the Lawyers 
Mortgage Company, 47 Liberty 
street, was described in PRINTERS’ 
Ink November 23, 1904. Recently 
the Lawyers’ Title Insurance Com- 
pany, 37 Liberty street, printed a 
shorter catechism along the same 
lines, dealing with guaranteed 
titles. The text was as follows: 

A REAL ESTATE CATECHISM. 

s 


Q.—What should a purchaser or mort- 
gagee of real estate do about his title? 

A—He should have it examined by a 
competent examiner. 

O.—Why is this necessary? 

A.—To ascertain whether there are 
any defects in it, or incumbrances upon 
it. 

.—Is an examination alone suffi- 
cient? 

A.—No. The title should also be in- 
sured in The Lawyers’ Title Insurance 
Company of New York. 

tow can this insurance be ef- 
fected? 

A.—Through the company after ex- 
amination of the title by its Law De- 
partment or through one of its Exam- 
ining Counsel upon his examination of 
the title. 

II. 


Q.—Why is an examination of title 
alone not sufficient? 

A.—Because there are many defects 
in title that the usual examination will 
not disclose. 

}—Specity some, P 

.—Dower claims by the wives of 
men who have transferred property as 
if they were single. Claims arising 
through false or inaccurate affidavits in 
suits, the infancy of parties to deeds; 
lost or destroyed wills; unknown heirs; 
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forgeries and other defects of a similar 
nature, 

Q.—Does not a warranty from a te 
sponsible person cover these claims? 

A.—Not entirely. If the claim be 
unsuccessful the warrantor is not lia- 
ble, and the expense of the suit falls on 
the holder of the title. If the ques- 
tion be one that only makes the title un- 
marketable the warrantor is not liable. 

III. 

Q.—Why does the title policy of The 
Lawyers’ Title Insurance Company of 
New York protect? 

A.—Because it requires the Company 
to defend the action, at its own ex- 
pense as well as to pay the amount of 
the loss. 

Q.—Does the polic 
ey of the title! 

A.—Yes. The Company 
under its policy, to compel a purchaser 
to take the title, or be teapousibie to the 
holder of its policy, even to the extent 
of taking the property off the hands of 
the policyholder. 

Q.—Is not the charge for a policy 
very high? 
_ A.—No. The charge for both exam- 
ination and insurance is less than it 
formerly would have cost to have the 
title examined. It is much less than 
the expense of enforcing liability 
against a previous warrantor of the title, 


cover the mar- 


is obliged, 


IV. 

Q.—Does the policy protect the holder 
if any one refuses to lend on the title 
because of an alleged defect? 

A.—Yes, if the defect is one that is 
held by the court to exist, the Company 
must pay the policyholder. 

if the holder of a policy sells the 
— is the policy still good? 

A.—Yes, it requires the Company to 
protect its policyholder against any 
claim that may be made upon his ware 
ranty deed. 

Q.—Are not most titles good? 

A.—Yes, but that is very poor cone 
solation to the man whose title is dee 
fective. 


V. 

Q.—Why does the title policy, issued 
by The Lawyers’ Title Insurance Come 
pany of New York, afford the fullest 
protection? 

A.—Because it is broad and liberal 
and has behind it the enormous re 
sources of the Company. 

O.—What are its resources? 

.—A capital and surplus of over 
$8,000,000. 

.—Does the law protect the policy- 
holder in any other way? . 

.—Yes, the law under which The 
Lawyers’ Title Insurance Company of 
New York is organized requires the 
Company to keep out of its resources a 
guarantee fund of $2,625,000, which is 
applicable to losses, under its policies, 
before any other claims. 

Q.—Are the losses under its policies 
settled quickly and without resort to 
technical defenses? 

A.—Yes, the rule of the Company has 
been to meet the demands of its as 
sured in a liberal and generous spirit 
and to pay its losses promptly. 

THE LAWYERS’ TITLE INSUR- 
ANCE COMPANY OF 
NEW YORK, 

37 Liberty St., Manhattan. 

38 Court St., Brooklyn. 
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CALIFORNIA FARMS. 
Mortgage Loans, Real Estate Insurance, 
Rent Collections, Home Building 
(Cash or Installments) 
Investments. 

Offices: Goethe Building, 411 J Street, 
SACRAMENTO, CAL., Mar. 31, 1905- 

Editor of Printers’ INK: 


We have under consideration, a pub- 
licity campaign in the eastern States, 
with a view of obtaining purchasers for 
our colony lands. We have a proposi- 
tion of a combined small strawberry, 
Tokay grape, and poultry farm, from 
which a man can easily make a good 
living, after, say, perhaps the first year. 
These farms average twenty acres in ex- 
tent and vary in price from $1,000 to 
$2,000. We believe that colonists ought 
to be obtained from the eastern States, 
particularly where the winters are 
severe, 

In this part of California, although 
we are decidedly not in southern Caii- 
fornia, but about one hundred miles 
north of San Francisco, oranges ripen 
from six weeks to two months earlier 
than in the southern part of the State, 
and bananas grow out of doors without 
being injured by the frost. We have 
no snow in the winter, 

It appears to us, that with a climate 
of this kind, profitable farm'ets offered 
on the terms which we give, about 
twenty per cent down, and the balance 
of the payments extending over ten 
years, ought to appeal strongly to east- 
ern farmers. 

We have already subdivided success- 
fully some thirty colonies, and are now 
working on colonies Nos. 31 and 32. 

Could we perhaps ask you to suggest 
for us a good medium or mediums for 
such pub‘icity, 

All of our office force are subscribers 
for Printers’ INK. 


Very truly yours, 
H. J. GorerHe Company. 
joie ce anes 
BEHIND THE BILLBOARDS. 


“What do you know about life behind the 
billboards ?’’ asked the advertising man whose 
business takes him all over the city. ‘‘No, I 
don’t mean how the people who make them or 
put them up spend their time. I mean the 
people who live behind the fences that are 
plastered with pictures of shining theatrical 
siars, gay chorus girls and breakfast foods. 

“You don’t know anything about it? Of 
course, you don‘t, and few people in this great 
town do. 

“I suppose when I tell you that almost in 
the heart of this city there are several square 
block farms, which are run as systematicall 
as any country farm you ever saw, you will 
think I’m crazy. But I’mnot. I know what 
I am talking about. 

“Have you ever been around the upper part 
of the city? I’m not speaking of the Bronx, 
but below Harlem. You have? Then I sup- 
pose you have noticed whole blocks that are 
shut off from view by tall fences. 

“These fences are all covered with posters, 
for the value of advertising on these high board 
squares is not lost either on the advertiser or 
the owner, who thereby gets an income from 
his property. So far as you can see above the 
top of the fence, the lot behind it is vacant. 
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But it is not, or in most cases that I have seen 
it is not. 

‘Inside there are nice, neat, well-kept Jittle 
farms. The people who live there are farm- 
ers. They till the ground, and they make 
their living from it. They have no trouble in 
finding a market, for the people who live in 
flats and private houses near by are ready cus- 
tomers. 

‘I have seen some neat little houses behind 
those fences, too. The houses are not very 
roomy, but they are as big as some farmhouses 
I have run across where there was plenty of 
land, The houses are more than shacks, be- 
cause they are at least one story high, and the 
reason you don’t see them is that they are built 
in a hollow. 

“Of course, the people who live in these 
places do not spend their time like the farmer 
who is miles away from everybody, but there 
isn’t much difference. On a summer’s night 
you may see the farmer and his family sitting 
outside of the fence, but they don’t wander far 
away. And they go to bed early, too, which 
their neighbors don’t do. ‘ 

“I believe that many of the people who live 
on these fenced-in farms are either squatters or 
their descendants. Probably when they first 
occupied the property there was no fence 
around it, but when the owner made up his 
mind to inclose it he decided that there was no 
use in evicting until he was ready either to 
build or sell the property. In some cases, I 
understand, these farmers pay rent. 

“You would be surprised to know the num- 
ber of these farms there are, if you didn’t look 
around and count them. There is one not very 
far from Andrew Carnegie’s mansion on upper 
Fifth avenue. As a matter of fact, there are a 
couple along the upper end of that aristocratic 
avenue. 

“On the West Side there are several more, 
In all, 1 suppose, if I took the trouble to 
count them off I could name a dozen or more. 
They always interest me very much. There 
occupants seem contented and enjoy them- 
Selves. 

“Not long ago I ran into a friend of mine 
who said he was going on his vacation. I 
asked him where he was going, and he said he 
didn’t know. He wanted to take a rest ona 
farm, but he wanted to be near the city, be- 
cause, he said, he might have to make hur- 
ried trips to town. 

“More as a joke than anything else, I 
told him that he might spend his vacation on 
one of these fenced-in city farms. He seemed 
to take it seriously. He asked me where I 
could find one, a I told him, more to keep 
up the joke than anything else, never thinkin 
that he had any idea of following out what 
supposed to be a humorous suggestion. 

‘I didn’t see him for about a month, and 
then I naturally asked him how he had enjoyed 
his vacation. Then he took me off my feet. It 
turned out that he took my suggestion literally 
and called at the farm I had mentioned. 

“*T had a fine time,’ he told me. ‘When it 
came to the time that I had scheduled for my 
vacation I found that I had so much important 
business on hand that I couldn’t get away. 

“**So I went up and saw the city farmer you 
spoke to me about. He took me in as a 
boarder. 

“**At night I might as well have been off in 
the country. In the daytime, except when I 
had to chase down town on business, I loafed 
around and watched the farmer work, and that 
fence was such a barrier that I never felt that 
I was in the city.’ 

“Now, what do you think of that?” said the 
advertising man, as he reached for the seltzer 
bottle and the glass with the cracked ice.— 
New York Sun. 
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LAXAKOLA COMPANY RE- 
ORGANIZED. 


Mr. S. M. Crombie, president 
of the Laxakola Company, says 
that his company was re-organized 
under the laws of the State of 
New York; and he also asserts that 
new capital has been interested in 
the venture, and that the new com- 
pany intends to pay all bills due 
publishers by the old corporation. 


CHURCH ADVERTISING IN NEW 
YORK CITY. 


630 West s2nd Street, North River. 
New York, March 22, 1905. 
Editor of Printers’ INK: 
The Methodist Episcopal Church at 
yth Avenue and 14th st. 


(Metropolitan 
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that PRINTERS’ INK is of such a con- 
venient size, so it can be carried in 
the pocket and be read at odd moments. 
Even if Printers’ Ink were of no di- 
rect value to a druggist, the wealth 
of general information it contains makes 
it worth the present subscription price 
of only $2. But there is much help 
that is of direct value to a druggist. 
Some of the sample ads and ideas have 
been very valuable to me. Many ideas, 
taken from other lines, I have adapted 
to my business with profit. 

Strange, as it may seem, one of the 
first things I read is Printers’ Ink 
Jonson’s ad. Any student of advertis- 
ing can find how it is possible to treat 
one subject with only a few talking 
oints—“‘selling cheaper, selling only 
or cash and transportation charges and 
money back if goods are not Satisfac- 
tory.” Mr. Jonson tells his story in a 
new way each week. Any druggist who 
thinks a drug store hard to advertise 








Temp'e) is advertising its revival Ser- 
vices by the use of a big net banner 
made by us and hung across the av- 
enue, from the church building to the 
building opposite. 7 

This is probably the first time this 
mode of advertising has been used by 


an orthodox, old-established congrega- 
tion, such as meet in the Metropolitan 
Temple. Yours very truly, 

Sam W. Hoke. 


—_—_ +o —__—_ 
HOW ONE DRUGGIST REGARDS 
“PRINTERS’ INK.” 

Manuet,: Pa., Mar. 21, 1905. 
Editor of Printers’ INK: 

wish to tell you how valuable 
Printers’ INK has been to me. The 
first copy I saw led me to ask myself, 
“How can a busy druggist wade through 
so much matter every week?” The 
difficulty was soon overcome when I 
learned to discriminate, and the fact 
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can get inspiration for his ads, by read- 
ing Mr. Jonson’s ads. 

Even by reading articles, that at first 
thought would seem of no use to a 
druggist, like Mr. Rowell’s ‘Forty 
Years an Advertising Agent,’? I have 
learned some things of real value to 
me. Take for instance, the eleventh pa- 
per where, in the history of the adver- 
tising of different proprietary remedies, 
is described. Here any druggist, who 
has ambitions to advertise his own rem- 
edies on a large scale, be they ever so 
meritorious, finds what he is up against. 

I have been reading Printers’ INK 
for about four years and it has always 
been worth the former price ($5) to me, 
At the present price no up-to-date drug- 
gist should be without it. I am a 
reader of a number of advertising jour- 
nals, but shall stick to Printers’ INK 
last of all. Very truly yours, 

H. F. Ruan 
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A SPECIALIST IN RETAIL 
COPY 


How 8. I. IRELAND, OF PHILADEL- 
PHIA, HANDLES A LARGE VOLUME 
OF RETAIL PUBLICITY IN A WAY 
THAT GIVES INDIVIDUALITY TO 
EACH ACCOUNT—HIS METHODS 
SHOWN IN MARTINDALE’S GROCERY 
ADVERTISING—WHY THESE METH- 
ODS ARE OF IMPORTANCE TO EVERY 
LARGE NEWSPAPER PUBLISHER. 


Philadelphia stands pre-eminent 
in retail advertising, both in vol- 
ume and quality. Merely to read 
the leading Philadelphia dailies 
day after day, particularly the 
Evening Bulletin, is to acquire a 
liberal education in the art of ad- 
vertising a retail store of almost 
any description, and in ‘any size 
space. Upon a groundwork of 
good merchandising the retailers 
of that city have built methods 
of advertising not equaled any- 
where for intimacy of style, fresh- 
ness of information, general in- 
terest and real selling quality. It 
has been remarked by persons 
from other cities that the moment 
one steps into Chestnut street, 
Market street or any of Philadel- 
phia’s business thoroughfares, he 
is tempted to buy. On every hand 
are goods displayed in ways that 
bring out their utmost merit and 
power to tempt the purse. This 
characteristic of the Quaker City’s 
window displays extends to its re- 
tail newspaper advertising. 

There are two classes of people 
who ought to study Philadelphia 
retail advertising methods—the re- 
tail merchant and the publisher of 
every important daily newspaper 
who realizes the value of local re- 
tail advertising, in its dual ca- 
pacity of revenue producer and 
live store news for readers. For 
the retailer, many of the principles 
of this advertising appear on 
the surface, and can be acquired 
simply by reading the Philadelphia 
papers regularly. But for the 
newspaper publisher who is try- 
ing to build up a retail patronage, 
going to the length of preparing 
copy for his merchants, it is ne- 
cessary to understand the methods 
of handling several dozen separate 
accounts, getting material for 
daily ads, giving each advertiser in 
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the same line of business a charac- 
teristic style and line of argument. 
The best intention of many an 
energetic, ambitious publisher have 
been defeated by considerations of 
cost in getting up copy, or even 
the sheer impossibility of getting 
it, and by the difficulty of harmon- 
izing accounts that were to a 
large extent competitive. 

The H. I. Ireland Advertising 
Agency, 935 Chestnut street, Phil- 
adelphia not only handles many of 
the leading retail advertising ac- 
counts of that city, but handles 
them in a way that could be adapt- 
ed by any newspaper willing to 
take the initiative in retail adver- 
tising. H. I. Ireland, its proprie- 
tor, has been through exactly the 
difficulties that beset the publisher 
who takes the initiative, and has 
overcome them. The problem of 
harmonizing competitive accounts 
he has frankly given up, handling 
only one in each line of retail 
trade. But his methods of secur- 
ing material for advertising, pre- 
paring live publicity and giving 
each merchant an individual style 
and policy, have been perfected to 
a high degree. 

Mr. Ireland is forty-three years 
old. In 1876 he began his career 
as a reporter on the Philadelphia 
Press, but quit to take a place in 
the advertising department of 
Strawbridge & Clothier, the lead- 
ing high-grade dry goods store of 
the Quaker City. His salary was 
$5 per week, and he was the entire 
advertising department, one of the 
firm toning down his copy when 
it was too fervent. After eleven 
vears in this place, during which 
the advertising department grew 
to be an important part of the 
business, he suddenly decided to 
take up another line of work. That 
was in 1890. His reasons were 
sounder than they appeared on 
the surface. 

“From a dry goods _ house 
Strawbridge & Clothier had then 
grown to a great department 
store,” he says. “While every- 
thing, including salary, was per- 
fectly satisfactory, I could plainly 
see that the position was one for 
a man under fifty—a man with 
energy, new ideas and content to 
work on a salary. I reasoned 
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that, after all, a department store 
is simply an assemblage of smaller 
businesses. Why could not an 
advertising man capable of handl- 
ing its publicity take hold of the 
advertising of a number of inde- 
pendent concerns and make more 
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When I refused a very large in- 
crease of salary from Strawbridge 
& Clothier, I could tell by the 
firm’s manner they were sure I 
was out of my mind. The new 
venture did go hard for a couple 
of years. Merchants did not take 
hold of the idea so quickly as I 





money? He could build up an 














Mr. H. I. 
organization that would support 
him after he had passed Dr. 
Osler’s proscribed limit, and which 
would probably go on after he had 
been chloroformed. I decided to 
strike out for myself, and that was 
the foundation of this agency. 


IRELAND. 


had hoped, but after I had induced 
a half-dozen different retailers to 
place their appropriations with me, 
things began to come my way, and 
it began to be a question of who 
not to take. - 

“My agency works just like a 
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‘| 10 to 20 per cent. more. 


| peanut oil, but is the delic- 
i 









Olive Oil as a 
preventive of 


j——=consumption——]; 


“Diet ts a in the 
fon. says Dr. W. Ht Whiey, head 
chemist of tho U. 8. Department of 
Asticujture, “‘and although no diet 
can be regarded as artes. “cure: 
Value im treatment on accoupt Of 
thetr’ high nutritive quallties—\ | 
Bamely, pure olive off.” 

Pure ‘olive qil contains 
more, tutrient than any 
other food, and in com- 


parison ‘with the best heef, 


Two teaspoonfuls before 
each meal is the-proper por- 
tion. It is easily assimila- 
ted and readily clarifies the 
whole system—particularly 
the bowels. Masticating it 
thoroughly in the mouth not 
only predigests it,.but its 
oily piquancy is most help- 
ful to the throat.- Olive oil 
is a wholesome stimulant. 

: Our Mr. Martindale spent 
re — part,,of a year 
studying the olive growing 
and fruit sections of Cali- 
fornia, and found that the 
Los Angeles Olive Grow- 
ers’ Association not only 
‘had the facilities for mak- 
ing the purest oil, but 
had access to the best olives. 
s+ This olive oil is not mix- 
ed with. cottonseed oil nor 


16s virgin oil, clarified, of 
oils are from the second or 


third pressing, hence much 


ing. | 
We believe ours to be the 


first pressing. Many olive |}. 
coarser than the first press- |f- 


best olive oil produced in|f 





Coffee that 
Americans 











.. The average, American 
coffee drinker doesn’t like a 


f im a cup of the finest 
Arabian Mocha, the strong- 
est Brazisian or the oldest 
government Java that was 
|ever brewed; and his com- 
‘ment will be: ‘‘Very nice, 


J] but there’s something lack- 


ing.” That something: is 








—_ 








| 


ave wees 












1] ancy on’ long expeditions.” 
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Steaight talk 
whisky 


Baron Sansyoshi, of the 
Japanese Navy, says that 
the rations of the Japanese 
forces include three ounces 
of ‘‘saki’’ -whisky -.daily. 
“After exposure to severe 
‘cold or rain’’, he adds, ‘‘it 
stimulates the action of the 
skin ‘and is a gréat preven- 
tive against catching ‘cold; 
after hard labor it recreates 
strength; and when the di- 
gestive power. is dull and 
the heart weak, it stinw- 
lates. Jt raises.the spirit of 
the -men and gives buoy- 


‘*Saki’’ whisky is straight 
whisky,-.as the Japanese 
Government doesn’t allow 
any blending, with cologne 
spirits, pruite or - peach 
juices, extracts, etc., such as 
is often practiced in this 
country. Over 93 per cent. 
American made whisky 
is ‘‘doctored,’’ and it is 
needless t~ say its use is 
injurious. . 

In our thirty-years of 
business at our present loca- 
tion, we’ve made it a rule to 
bottlé nothmg but straight 
goods.- Two other firms in 
the United States claim this 
distinction — one in San 
Francisco, the other in‘Cin- 
cinnati—both . the leadirg 
grocers in their respective 
cities. 

That ‘the public is .ap- 
preciative of our efforts 
our progressively increas- 
ing business fully attests. 
Here is the big four of guar- 
anteed. straigut whiskies; 
every one fully matured, 
splendidly made and abso- 
lutely pure, Bottled in 
quarts and half gallon 
magnums. 


bottle 9% gal. mag 
“Caricol” Rye:,.... 7c = $14.40 
“Royal”. Whitky $1.00 $1.80 
tek Sour Mash..$1.25 $2.30 
“Ditigo” Rye..:..$1.50 42.7 


None better at any money. 
In the case of invalids 
and convalescents, for whom 
whisky is prescribed, it js 
absolutely necessary that a 
pure straight brand be used, 
otherwise seribus hatm may 
be done the patient’s 
stomach and nervous sys- 
tem. 


We repeat’ “We bottle 
nothing but absolutely pure 
‘straight’ whiskies.” Age 
and make govern the price. 

4 posts! to eee: bring eng of the 


adore articles home. if on our 
wagon routes. We deliver ia Caniden. 














Thos. Martindale & Co, 
Teas, Coffees and Groceries 
Tenth and Market 
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= cookery =, 

















Tea as a 
4 = 
netrient 
After several months 
of. hard study a com- 


mittee of prominent |} 
physicians, appointed 
to study the cause of the 


clear skin of English 
women, report that the 
greatest factor is— 


+The babit of tea drinking.’ 
Tea, if not too strong. warms 


If the American 
woman will take the 
hint, we recommend 
Caricol- Tea. 

Caricol is not a strong 
tea in the sense of an 
over-stimulating bever- 
age, yet it requires less - 
of it to make a cup of 
given strength than 
many. teas at double its 
cost. It’s a blend of 
teas selected for their 
richness and vitality, for 
aroma and tenderness— 
young leaves of first 
pruning alone are used. 

Caricol is the most 
popular tea in Philadel- 
phia not only on account 
of its modest price: | 


34 cts. pound 


herry 
for sick-room. 


Most any sherry will 
do for ordinary’ cooking 
purposes, but none but an |i 
absolutely pure sherry 
should be used in the sick 
room dish -~ bouillon, 
jelly, “gelatine and the 
like. The purer the sherry 
the nearer it is to the nat. 
ural juice of the grapa 
Consequently the purer 
the sherry, the richer it 
is, and more vitalizing, 

Our Royal Sherry -is 
positively pure. It’s the 
first pressing of luscions ° 
Messina and Muscat 
grapes—tbe juices being 
varefully blended and 
‘fermented. No preserva. 
tives; no dilutents—nothy 
ing but pure grape juice, 
And therein lies the se- 
cret of its nutritive ex. 
cellence and piquancy. 

But the virtues of Roy- 
al Sherry are not con- 
finéd’ to its medicinal. 
goodness, it is a delight- 
ful table wine and tonic, 
It has all the pungency 
of- the higher-priced 














big newspaper’s local news-gather- 
ing organization. Every day each 
tlient is visited by an outside 
man who has the faculty of gath- 
ering store mews. He _ asks 
“What’s new?” and if the adver- 
tiser is a wide-awake man he gets 
a good story, like a newspaper re- 
porter. At all events, he gets 
something fresh and alive about 
the store and its offerings. The 
matter he brings back to the office 
is gone over by myself or a desk- 
man. An abundance of material 
is gathered, so that the proper 
selection may be made for next 
day’s copy. Heads and important 
items are written or outlined, and 
the embryo advertisement then 
whipped into shape by the desk- 
man. Proofs are always passed 
on by myself or my manager, and 
if there are prices the ad is sub- 
mitted to the advertiser for veri- 
fication. This is for our own pro- 
tection. Otherwise the client 
never sees the ad until he reads it 
in the paper. We stand upon our 
ability to prepare advertising that 
will pull, and by insisting that our 
judgment be followed in all but 
prices a great deal of time and 
annoyance is saved, not only for 
ourselves, but to the client.” 

THE MARTINDALE ADVERTISING. 

With a view to showing how the 
Ireland agency handles a retail 
account, the advertising of Thos. 
Martindale & Co., a Philadelphia 
tea, coffee and grocery house 
whose ads appear every day in the 
papers of that city, has been 
selected for description. 

“Grocery advertising’ imme- 
diately suggests daily offerings at 
price reductions. Price, price, 
price! is the burden of ninety-nine 
per cent of all the retail advertis- 
ing in this trade, and the grocer 
likes to have his prices so startling 
that a bit of introduction is neces- 
sary to show how he came by the 
goods. Next to that, the best 
grocery ad is thought to be the 
one that crowds into the least 
space the greatest number of 
offerings. 

But the Martindale advertising 
deals with price as a secondary 
factor, while in its 100 to 200 agate 
lines of space, single column, there 
appears daily an advertisement, 
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rather extended, upon a single 
food or beverage. This advertis- 
ing is printed according to a week- 
ly schedule, not iron-clad, but 
changed to suit conditions. That 
running at present is as follows: 

Mondays—Wines. Tuesdays—Coffee. 
le s—Delicatessen, Thursdays 
—Tea. ridays—Pastry or Confection- 
ery. Saturdays—General ad about the 
store, its service, etc. Sundays—(No 
advertising). 

Each ad is a readable article 
about a staple like tea, coffee, 
cocoa, olives, whiskey, cheese, 
dried fruit, smoked meats, etc., 
entering into complete details of 
manufacture, selection and every 
factor that determines quality, ex- 
posing tricks of adulteration and 
cheapening, and giving informa- 
tion upon which readers may safe- 
ly purchase things needed for the 
table. Recognized authorities are 
quoted, interesting facts cited, and 
the daily food story presented ina 
way that is both convincing and 
leisurely. 

“T have had Mr. Martindale's 
advertising for nearly six years,” 
says Mr. Ireland, “and until two 
years ago only two things were 
advertised—tea and coffee. This 
was on the theory that people buy 
their groceries where they buy 
their tea and coffee, and if they 
can be persuaded to come for the 
latter you will get all their trade. 
To further concentrate the adver- 


tising but one brand of tea— 
“Caricol”—and one brand of 
coffee—“Saludo”—were advertis- 


ed. Both are popular priced. This 
plan resulted in a constantly in- 
creasing business in every depart- 
ment of the Martindale store, 
while building up a sale for tea 
and coffee that has amazed Phil- 
adelphia’s entire retail trade— 
more than 2,000,000 pounds of 
each of these brands have been 
sold, 

“However, two years ago the 
sales, while holding their own, did 
not increase in the same propor- 
tion as in the past. Then we be- 
gan experimenting. The style of 
advertising was changed and vari- 
ous new plans formulated, but 
without satisfactory results. Final- 
ly tea and coffee were abandoned 
altogether for a month, and the 
sales fell off but very little. It was 
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evident that ‘Saludo’ and ‘Caricol’ 
had about reached their zenith, and 
that advertising would not profit- 
ably increase their sales for a time 
at least. Coffee and tea were then 
limited to one day a week, and 
other specialties taken up. The 
result has been gratifying. Mar- 
tindale’s is probably the only 
grocery in Philadelphia employing 
a night as well as a day force— 
the former is kept busy getting 
the orders together and putting 
the store in shape for next day’s 
business. 

“A curious instance of how a 
staple can be exploited successfully 
as a medicine, even by a grocery 
store, is shown in our advertising 
of olive oil. There was a national 
medical convention in Philadelphia 
a few months ago. In looking over 
a newspaper report of their pro- 
ceedings I noticed that a professor 
of wide reputation advised olive 
oil in place of cod liver oil 
for tuberculosis. Next day 
we advertised a special California 
oil, quoting the professor, follow- 
ing with a series on olive oil as a 
fattening food, a specific for con- 
stipation, indigestion and so forth. 
The effect was immediate, and 
more olive oil was sold in a week 
than had been normally sold in 
six months before. The stock was 
exhausted, and now olive oil is 
purchased by the carload instead 
of the gross, as formerly. 

“In some radical whiskey adver- 
tising we took advantage of the 
pure food investigations of adul- 
terated and blended whiskeys, and m 
as Martindale’s is one of the few 
houses in the United States bottl- 
ing only straight goods, there was 
plenty of ‘scarey’ advertising ma- 
terial. The sales in this depart- 
ment more than doubled in two 
weeks, and in two months we have 
doubled the double. The largest 
business in this city in California 
wines has been built up by demon- 
strating their purity—that low 
price does not mean poor quality 
and, by innuendo, that in foreign 
wines the purchaser pays for 
labels, customs, etc. Martindale 
sells many carloads of California 
clarets alone every summer. In 
the pastry department two leading 
thoughts were presented in adver- 
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tising—that the bakery is clean, 
sanitary, above ground and open 
for anyone’s inspection, and that 
there is a ‘home touch’ about its 
products. Advertising of this de- 
partment has been suspended be- 
cause demand outran its facilities. 
In delicatessen advertising I make 
it a point to use appetizing words 
—words that start the gastric juice 
flowing, as it were. In our later 
tea advertising an entirely new de- 
parture has been taken—we are 
trying to increase the consumption 
by telling of the benefit of tea- 
drinking, backing up arguments by 
and 


clippings from newspapers 
other sources, 

“About conventional grocery 
advertising—many items and 


prices, with no argument—I know 
nothing, having never used it. 
But I do believe in prices when 
they are low enough to make the 
goods a bargain. In such cases 
they do the convincing—there is 
need for very little talk. With 
many articles like tea, coffee, 
whiskey, olive oil, etc., prices are 
not the buying inducements, and 
talk must sell the goods. Copy 
must convince that goods are 
either better, cheaper or advan- 
tageously different from anybody 
else’s, or it will not pull. 

A RETAIL ADVERTISING DEPARTMENT 

FOR THE PUBLISHER, 

“The methods of this agency 
could be applied to the preparation 
of retail copy by a good news- 
paper, provided such an advertis- 
ing department were directed by a 

man familiar with retailing and in 
sympathy with the merchant’s 
point of view and needs. My own 
experience leads me to believe that 
an able department store advertis- 
ing man would be best suited for 
such management. The commis- 
sions paid agents in many cities 
on local business might cover its 
expense. Here in Philadelphia the 
newspapers pay no commissions on 
local business, and I charge each 
client a salary, ranging from $300 
to $4,000 a year, according to ser- 
vice. Accounts in the same line of 
business might be reconciled by 
the newspaper, though in my own 
business I soon discovered that 
two concerns in the same line 
could not be handled successfully. 
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No one advertising writer can do 
equally good work for two houses 
in the same line—Smith usually 
thinks that the advertising you get 
up for Brown is the better and 
Brown envies Smith’s ads. 

“There is a knack in handling 
customers. If you haven't the art 
of diplomacy down fine it is us- 
ually harder to handle a client 
than to write and place his adver- 
tising. The timid man requires 
urging and the plunger must be 
held in check; some are naturally 
reasonable and alert, while others 
have to be diplomatically bull- 
dozed. The hardest advertiser to 
get along with is the man who 
blows hot one day and cold the 
next—wants to increase his space 
to a page if a fifty-line ad pulls 
well, and gets discouraged when 
results are not instantaneous. I 
try to impress the new local adver- 
tiser with the fact that I stand in 
the relation of an attorney or 
doctor to him, and after that it is 
a matter of confidence. His ad- 
vertising is not written to please 
him, but to sell his goods. I do 
not go after local business person- 
ally or by solicitors, and never call 
on a concern unless sent for. If 
asked to map out a plan, or esti- 
mate the amount one should 
spend, or name the papers that 
should be used, I tell a prospec- 
tive client that I haven’t given 
those details any thought—such 
information is a part of my stock 
in trade, and will be told him only 
when he becomes a client. Would 
he go to a physician and ask to 
see his prescription before paying 
his fee? This sort of argument is 
so different from that of the aver- 
age solicitor or agent, who gladly 
submit plans, get up copy and 
even have drawings made, that the 
prospective client is convinced I 
either have plenty of assurance or 
am a top-notcher in my line. ‘Lo 
find out which class I belong in, 
he writes to or calls upon some 
of the firms whose business I 
handle. Then, if he will pay the 
price, I get him. 

“I take entire charge—determine 
the amount of money that can be 
profitably spent, select the medi- 
ums, etc.—the client has only to 
pay the bills. Of four clients with 
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which I started fifteen years ago 
I still have three, and gave up the 
fourth five years ago because a 
larger firm in that line offered me 
double the salary. Three years 
ago, having all the local business 
we cared to handle, I entered the 
general advertising ‘field, handling 
national advertisers the same as 
local—but one account of a kind, 
and going into the proposition 
thoroughly before mapping out a 
campaign or copy. I have twenty- 
two high-class accounts, and have 
held them. Some agents say it is 
harder to hold accounts than to 
get them, but I have not found 
this so. I believe mine is the only 
agency in the country with a wait- 
ing list—that is, if the piano client 
I am working for dispenses with 
my service, another in the same 
line is waiting to be taken on. 

“It takes time to organize an 
agency to handle so many dif- 
ferent lines of advertising as we 
do, giving them better then they 
could get with advertising depart- 
ments of their own. Every im- 
portant person on my force has 
grown up in the office, most of 
them starting as boys. It takes 
versatility as well as originality. 
Many advertising writers have 
strikingly original ideas, but in a 
rut. In handling one line of ad- 
vertising they are successful, but 
in handling two or three or a 
dozen they fail. This is an im- 
portant point for the newspaper 
that gives a retail copy service, 
for Brown the grocer does not 
want his advertising to look like 
that of Smith the shoeman, even 
if the former’s are clever.” 

Jas. H. Cotirns. 





BOSTON IDEA. 


“Oshkosh people, ”” remarked the 
iodical idiot, ‘“‘are getting quite 
tonese in their ways. 

“What’s the answer?” 
easy mark. 

“The last time I was there,” explain- 
ed the p. i, “I saw a sign in a tailor’s 
window that said, These Pants Only 
$3—Marked Down’ from $10 Trousers. 
—Chicago News. 

ee 


Mrs. Plainsort—‘ ‘Henry, 
awful dream last night!” 

Henry—‘‘Well? 

Mrs, Plainsort—“I dreamed that you 
were dressed like the fashion men in the 
ads.”—Philadelphia Bulletin, 


Bos: 
os- 


queried the 


I had an 
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NOTES. 


A FINE booklet dealing with the “anti- 
waste basket” idea in printed advertis- 
ing literature, from Corday & Gross, 
printers, Cleveland, presents good print- 
ing arguments in a fresh way. 





Tue Sphinx would be a poor sales- 
man, Secrets have no place in_ the 
strife for markets. You have no riddles 
to propound, no facts to withhold.— 
Folder from the New York Commercial, 





A convincinG booklet from the Soda 
Fountain, Chicago, shows how soda 
water trade now lasts all the year round 
and lays emphasis on the advertising 
value of this monthly journal by means 
of letters from advertisers therein. 

A PAMPHLET from the O, H. Peckham 
Factory (National Candy Co.), St. 
Louis, contains some late paragraphs by 
“Piccolo,” as the company’s sales man- 
ager. W. N. Aubuchon, is known, on 
advertising and selling subjects. 








THE advantages of asbestos for flange 
joint packing are set forth emphaticall 
in a thumbnail catalogue from the Ww 
W. Johns-Manville Co., New York City, 
and complete tables of sizes are given, 
with list prices. It is a good booklet 
for the owner of steam equipment. 

“Cotorapo and California,” a magni- 
ficent piece of printing and illustrative 
work, is the latest booklet from the 
Chicago, Milwaukee & St. Paul’s Chi- 
cago office. The vacation features of 
these States have been cleverly treated 
in essay form, with maps and a cover 
in delicate tints. 


Tue City of Santa Cruz, Cal., issues 
through its 3oard of Trade a small 
brochure briefly describing its advan- 
tages in healthy climate, natural re- 
sources, agricultural products, etc. It 
is a well written and tasteful brochure, 
intended to introduce further literature 
to interested parties. 

An instructive booklet on massage, 
the complexion and general toilet topics, 
by Harriet Hubbard Ayer, is distributed 
through druggists both in this country 
and abroad by the Pond’s Extract Co., 
New York. <A supplementary brochure 
on “Beauty” carries massage instruc- 
tions further by illustrations, 

A COMMENDABLE prospectus from the 
Y. M. C. A. of Germantown, Pa., shows 
what this association does for the young 
man’s body, his mind, his soul and his 
social life. A vest pocket folder con- 
tains the gymnasium programme for the 
winter. Both were compiled by W. J. 
Cromie, the physical director. 


Tue American Appraisal Co., of 
Milwaukee, issues a booklet with the 
American and British flags on the cover 
and a list of its Canadian patrons. 
Some description of the company’s 
function would have been apropos, and 
made a better advertising novelty. A 
folder from the same company contains 
virtually the information lacking in the 
booklet. 





~ 
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Upon a recent reduction in rates for 
electric current in Brooklyn, the Edi- 
son Electric Illuminating Co., of that 
borough, sent out an effective folder 
showing the small expense attached to 
electric signs and properly lighted stores. 





“Tue Test of Pulling Power” is a 
booklet from Farm and Home, Spring- 
fie'd, Mass., giving letters from success- 
ful advertisers in each branch of the 
agricultural field, and showing what the 
paper has actually done in producing 
results. 





Tue catalogue of the United Cigar 
Stores mail-order department, New York 
City, gives much interesting information 
about smokes and smoking, dealing with 
imported cigars, domestic, conditioning 
of tobacco leaf, sizes and shapes, cigar- 
making, etc., and showing a large va- 
riety of brands by photos and descrip- 
tions. Press of the Ben B. Hampton 
Co., New York. 





PittsspurGc has a live municipal pro- 
motion organization in its Merchants’ 
and Manufacturers’ Association, which 
attracts attention to the City of Vulcan 
by means of trade extension, ex- 
cursions and factful advertising litera- 
ture. ‘‘Pittsburg,” a fine booklet, shows 
the city’s tributary territory on a double- 
page map, with many views of the 
notable buildings and trade statistics. 





THE Protzman-Barr Company, Pitts- 
burg, makes a specialty of real estate 
advertising, having directed some of the 
large newspaper campaigns which sold 
new manufacturing subdivisions in the 
vicinity of the city. A small brochure 
gives an inkling of methods and_re- 
produces an article from PrinTErs’ INK 
on the ways in which new towns have 
been built through realty advertising in 
the Pittsburg district. _ Another leo- 
chure from the same firm deals with 
bank advertising. 





ADVERTISEMENTS may not be_copy- 
righted, but sometimes it is possible to 
protect good literature by a “bluff.” On 
folders, booklets, etc., prepared for 
clients by Morris & Wales, Philadelphia, 
appears the phrase “All rights reserv- 
ed.” As the word “Copyright” is not 
employed, this is evidently no violation 
of law. Morris & Wales have no legal 
right in advertising matter, of course, 
otherwise than rights of trademarks. 
But this phrase makes their productions 
look as though they had, and probably 
gives a real protection. 

ANATOMICAL manikins—colored sec- 
tional charts showing all the muscles, 
nerves, veins and arteries, vital organs, 
bones, etc.—don’t look like things to be 
made popular by_ advertising. The 
American Thermo-Ware Co., 16 Warren 
street, New York, issues a booklet that 
demonstrates their usefulness in the 
home, however, as well as a means of 
pleasant study. The arguments are 
convincing. A manikin of the horse. 
also described, would seem to have a 
real field to fill among farmers, and 
ought to be advertised in mediums that 
will reach them, 
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ADVERTISING COUNTRY 
PRODUCE. 


By Xeno W. Putnam, 


Two good markets are open to 
the progressive farmer who de- 
cides to advertise; one among his 
fellow farmers and the other with 
the city consumer. Farm products 
as a rule are of a staple nature and 
do not need a great amount of 
promotion to give them an assured 
market position; at the same time 
there are few lines wherein there 
is more room for a fight on either 
quality or price. Apples now 
selling on city fruit stands at “two 
for five’ only a few months ago 
went begging for buyers in the 
writer’s home community at four 
cents per bushel, delivered on cars, 
and are now selling there at thirty 
cents per bushel delivered at re- 
tailers’ stores, although three im- 
portant cities are within easy 
shipping distance. Such a differ- 
ence in price might easily have 
profited a good advertiser to the 
mutual advantage of buyer and 
seller. 

It is of first importance for the 
farmer advertiser to convince peo- 
ple that his offering is of uniform 
and higher quality than they have 
been getting; in other words, 
worth more. “Red Star” butter 
must be made to mean more to the 
public than just “butter,” else it 
will bring the same price. Further- 
more, people want to know where- 
in it is superior. Attention should 
be called to some particular point, 
as flavor, uniform color, texture, 
grain, or the care with which the 
cream is ripened and_ keeping 
qualities strengthened. People ex- 
pect to listen to what a butter 
expert has to say about good but- 
ter. A man may know more about 
making it than telling about it. but 
the public won’t believe that. Once 
get superlative quality fixed in the 
public mind and a fair advance 
may easily be demanded over the 
market price. People want to feel 
sure they are getting value receiv- 
ed for their money—that is all. 

Advertising copy should be at- 
tractive in its simplicity. Only one 
point of superiority should be given 
in each ad and that in one or two 
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simple sentences. Change copy 
nearly every issue. That keeps it 
attractive and it takes fresh copy 
daily for some time to present all 
the points wherein a good, honest 
product excels. 

There are other country products 
to present; for instance, honey. 
Comparatively few people under- 
stand its medicinal as well as culi- 
nary possibilities. Good comb 
honey may be obtained in stores 
at luxury prices, but the cheaper 
extracted honey that the average 
people can afford is apt to acquire 
characteristics not its own after 
leaving the farm. A man who had 
secured the confidence of the peo- 
ple through his butter could pro- 
fitably back up a brand of pure ex- 
tracted honey with the same repu- 
tation. The same is true of maple 
products, those offered the city 
resident at high prices not general- 
ly being attractive to people who 
are familiar with the article as it 
comes from the sugar camp. Fruit 
jams and jellies guaranteed strictly 
pure, and backed by reputation, 
should make a profitable line to ad- 
vertise both in season and be- 
tween seasons; while, if the adver- 
tiser’s shipping facilities are suf- 
ficient, fresh fruits should be a 
bonanza for some time and pure 
milk all the time. 

Advertising of less perishable 
farm products, such as grain and 
feed stuffs, must be largely among 
farmers themselves. Most of these 
products either have to go through 
some process of manufacture out- 
side of the farmer’s hands or their 
feeding value is so well known that 
their price is fair. But the very 
best of grain, that which is good 
enough for seed, will find a ready 
market among other farmers at a 
good price. Here extra quality 
again reaps its extra reward— 
after advertising has established 
the claim. 

One advertising farmer, a Mr. 
Chamberlain, in Ohio, buys space 
on yearly contracts and uses it to 
advertise seed, berry plants, live 
stock, maple syrup—whatever the 
season suggests. In a lecture at a 
Farmer’s Institute he once placed 
the annual profits from his farm so 
high that he was asked to verify 
it with a detailed statement. 
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THE DEPARTMENT STORE 
ADVERTISING MANAGER. 


In a recent number of one of 
the advertising journals, there ap- 
peared an article in which the 
writer said, in effect, that the ad- 
vertising manager of a department 
store was not really an advertising 
man at all; that all he did was to 
write short introductions to lists 
of prices furnished him by depart- 
ment heads. This statement re- 
minds one of the man who claim- 
ed that authorship was easy—all 
that was required was to pick the 
words out of the dictionary and 
set them down in the proper order, 

Department store advertising is 
the most searching test of an ad- 
writer's ability. Ads must be 
written under pressure; type dis- 
play must be determined upon with 
the knowledge that there is no op- 
portunity to make radical changes 
of style or arrangement; items 
must be gathered hurriedly to fill 
up unlooked-for gaps in the proof, 
There is no time to polish and re- 
polish each phrase—the finished ad 
must spring perfect from the 
writer’s brain. 

And newspaper advertising is 
only one phase of the work of de- 
partment store advertising. There 
are catalogues, booklets, folders 
and sometimes programmes to be 
prepared; show cards and store 
signs to be designed; and, in some 
cases, magazine ads and bill-boards 
as well. No other advertising man 
has so many kinds of work to do, 
and no other man has so little time 
in which to do the work, 

The department store advertising 
man, in addition to being an ad- 
writer, must also be a diplomat. 
A department store is a little world 
in itself, and like the big world, is 
full of the petty bickerings and 
jealousies that are the direct re- 
sult of human nature under pres- 
sure of competition. Each depart- 
ment head thinks ten times of his 
own department to once for the 
store as a whole. He is not only 
competing with the other depart- 
ments, but he is competing with 
himself as well. Last year’s re- 
cords must be beaten, no mat- 
ter who suffers. 

So the constant cry is for “more 
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space,” and to the advertising 
manager falls the task of giving 
each department proper represen- 
tation in the ad, and of adjusting 
matters so that each man is meas- 
urably satisfied. Jones, of the 
dress goods department, has a big 
sale on hand; Smith, of the linens, 
wants space for his Thanksgiv- 
ing napery; Robinson, the toy man, 
says he must have a big ad, be- 
cause it is getting near holiday 
time. Then, just as the adman has 
arranged the space to accommodate 
all three, Brown, the eleventh-hour 
man, comes along with a big sam- 
ple-line purchase of leather goods, 
and pleads for space. He has a 
“big day” to beat, and he simply 
must not be left out. So Jones ' 
and Smith and Robinson have 
their space cut down—under pro- 
test, of course. 

This is just a sample of the 
daily troubles that fall to the lot 
of the department store adman. 
Add to these the department heads 
whose copy is usually late and 
always illegible; the men who 
can’t describe their goods in de- 
cent English; the men who com- 
plain because their ads are not set 
in solid black type; the men 
whose values are exaggerated be- 
yond mere healthy optimism; and 
you can realize that his life is not 
a bed of thornless roses. 

Among other influences, the ad- 
vertising manager of a department 
store must reckon on the weather, 
A rain-storm or blizzard may al- 
most nullify the effect of his best 
ad—and a day once lost is never 
regained. A rainy Saturday or a 
blustery Monday may take the 
edge off his most tempting bar- 
gains, On the other hand, in no 
other branch of advertising may a 
man “make good” so quickly, Un- 
like magazine advertising, where 
the results of an ad are in doubt 
for several months, the department 
store’s announcements act prompt- 
ly. The Sunday ad brings custom- 
ers on Monday—by night the re- 
turns are all in, and the adman 
knows if his work is good or 
otherwise, There is no room for 
mediocrity in his field—he is good 
or he is no goodthere is no 
middle ground, 








PRINTERS’ INK, 


THE INVENTOR OF PEARS’ SOAP. 


A contemporary says that the first 
man to use Pears’ soap was a barber of 
that name, who in 1789 kept a shaving 
and hair-cutting establishment in Wel-s 
street, London. Mr. Pears, who 
was probably as_ great a_ talker 
and as energetic a usher 
his own wares as any barber of the 
present day, compounded, among other 
toilet dainties, a ore agreeable kind 
of soap, which, while he plentifully be- 
lathered the faces of his clients, he 
lauded to the skies as the finest com- 
modity of its kind in existence. The 
cleansing and shaving material in ques- 
tion soon found its way into the market, 
and, the demand for it increasing, Mr. 
Pears started a shop solely for the pur- 
pose of selling this and other toi'et 
necessaries. is happened about the 
beginning of last century. Besides soap, 
Mr. Pears sold many preparations for 
the skin, and in connection with this 
fact a legend has it that the worthy and 
enterprising founder of this great busi- 
ness used to keep a pig at the Wells 
street establishment, and color the skin 
of that animal with his various “tints” 
for the complexion. One day this por- 
cine advertisement would appear in a 
delicious pink garb, on another clad in 
a creamy hue, and on a third, in a 
hide of snowy whiteness. Thus it will 
be seen that very early the house of 
Pears knew how sweet (and profitable) 
were the uses of advertisement! It is 
said to be within the memory of those 
still connected with the business when 
the daily supply of soap was brought to 
town in a bag slung over Mr. Pears 
back.—Advertising News, London, 





PSYCHOLOGY OF THE FARMER. 


The farmer differs in no respect from 
the rest of mankind. His conservatism 
is his glory. He earns his dollars not 
only in the sweat of his face, but in the 

rspiration of his whole being; and 
[eae he parts with his shekels he 
“must be shown.” | . 

Now, the more insidiously, the more 
delicately this showing can be done, the 
more certain the result, You can’t 
spring upon him with a rapid fire gun 
of eloquence and have him hand his 
pocket-book over to you with a cheerful 
smile. He’s too wise a bird for that. 
He’ll contradict you and fight back. But 
you can keep insinuating to him that 
your wagon or your machine is the very 
thing he needs to make farm life one 
long rosy dream with trimmings of 
real dollars, and do it so gently, yet so 
firmly, and with such conviction, that 
he finally thinks that he has discovered 
a great truth for himself, by himself, 
and goes on a run to your nearest 
agent. 

Let him think that he has made up 
his own mind that your implement is 
the best on earth, and he’ll fight for it. 
—W. A. Stiles, Adv. Mgr, Internation- 
al Harvester Co., in Agricultural Ad- 
vertising. 

——_+o>—___—_——_ 

An eight-page booklet on boi'er-set- 
tings as built by, L. Bernhard, Bridge- 

ort, Conn., is inexpensive in get-up, 

ut has a ring of sincerity and experi- 
ence very convincing, 
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“Notes on Electric Service,” evident- 
ly a complete treatise on electric cur- 
rent in its retail forms issued by the 
United Electric Light and Power Com- 
pany, of Baltimore, is so arranged that 
detached portions of the whole may be 
printed in small pamphlets and dis- 
tributed to different classes of current 
users. Three of these pamphlets deal 
with current for heavy work like hoist- 
ing, with small motors for blowing forge 
‘allows, and with the uses of current 
for lighting Christmas trees and dinner 
tables. 








Advertisements. 

All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line ad gy Five per cent discount may 
deducted if paid for in advance of jz ubli- 

cation and ten percent on yearly contract 

rid wholly in advance of first publication. 


ay type and cuts may be used without 
extra charge, but if a specified position is 
asi Jor an granted, 


advertisement, ai 
double price will be demanded. 
WANTS. 


OUNG, experienced, all-around newspaper 
. man desires change. Write iculars. 
“ALUMNUS,” care of Printers’ Ink. 


More than 247,000 copies of the morning edi- 
i tion of the World are sold in Greater New 
York every day. Beats any two other papers, 


Positions open for competent newspaper 
workers in all opera. Write for 
booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St., Springfield, Mass. 
Auditor, Office Manager, Cost Expert. 


First-class man wants first-class position. 
Address “ VIM,” care Printers’ Ink. 


PV 4StED — Sample copies and advertisin, 
rates from papers ———s among col- 

lectors of Souvenir Post Cards, Photos, Coins 

and Stamps. MITTWER, Yokohama, Japan. 


ANTED—Working experience of 15 yearson 
advertising and circulation. Young man 
in prime of life wants a change, Address 
“OHIO,” care Printers’ Ink. 


ONCERNING TYPE—A Cyclopedia of Kvery- 
b= da; a a ao an — 
ising Man; get ‘‘typew: + 64 pp.. . postpaid; 
ag’ts wanted. A.8.CARNELL, 1sd Nassau St NY. 


A DYEBTISIna LINE WANTED on commis- 
sion. endars, Novelties, Fans, or any- 
thing interes ing to country merchants. Ad- 
dress F. W. TINKER, 805 Germania Bank Build- 
ing, Savannah, Georgia. 


OUNG MAN. aged 30, good systematizer, ten 
years in accounting and advertising de- 
partments, leading dailies, desires position as 
b Z large city paper. 
Best references. “L.,”? Printers’ Ink. 


A DEST NG MANAGER, now connected 
with pubtication of national character, for 








reasons wishes to make c . Kecord un- 
questioned, Broad advertising experience Open- 
ing must afford large opportunity. A. B. C., 
care of Printers’ Ink. 


ANTED—To buy patents, rights or ideas of 
some new, useful article preferably one 
which can be manufactured and sold in connec- 
tion with the persing, and Mill Supply buisness. 
Correspondence solicited. F, RANIVILLE CoO., 
Grand Rapids, Mich. 


BYt®" ADVERTISER and mail-order dealer 

should read THE WESTERN MONTHLY, an ad- 
vertiser’s m: ine. est circulation of any 
advertising dournal in America, Sample copy 
free. THK WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


EGINNERS in advertising, those wanting to 
learn advertising, or the mail-order busi- 
> hosts 


ness, and those 3 P will be 
interested in our bi jal offer circular. Free 
u “pe. WE’ & CORBIN, 2219 B, Land 
Title Building, Philadelphia, 
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A THOROUGH and competent practical ad- 
vertising co 16 years’ experience 
soliciting, managing, ni per, magazine and 
agency work, is is open to ounather'a business pro- 
=— and would like correspondence. Ad- 
“ABILITY,” care of Printers’ Ink. 


XPERT advertising man, age 30, married, 
up to date and a Caer. desires position as 
Advertising Manager wi ardware Manufac- 
Company in Middle West. References 
given and sam: implies of work sent on request. 
M. E. DANI . Erie Street, Austin Sta- 
tion, Chicago, I 
Y YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the classified co} 
umns of PRINTERS’ INK, the business journal for 
saverioss, eee weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six wordsto the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United Stater. 


Een CLERICAL. TECHNICAL AND 

ALESMAN POSITIONS—We want men 
immediately to fill hundreds of Executive, 
Clerical, ‘ oxhnical and Salesman positions, pay- 
ing from $1,000" tc to $5,000 a year. If you area 


& 
kind of ition you desire. Offices in 12 cities. 
HAPGOODS (Inc.), Brain Brokers, Suite 511, 309 
Broadway, New Yor 


ANTED—Clerks and others with common 
school educations +-$ who wish to qual- 

ify for ready positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from ie ing concerns every- 
where, One graduate filis $8,000 place, another 
and any number earn $1, The best 

clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 


mand exceeds supply. 
GEORGE H. POWELL. Advertising and Busi- 
ness Expert, 1467 Temple Court, New York. 





—_ +o 
PUBLISHING 7 OPPORTUNI- 


) ge Monthly Publication, 
in excellent growing field, 
Netted one $6.000 last year, 
Can be ged el .000. 


This isa ell clean proposition, 


Where intel a energie management 
Should increase net income, 
e ioe available. 


ce ARkIS, 
253 Broadway, New York. 
— + —__. 
ADWRITING. 
UR Collection of 10 “ Trade-Bringing” adver- 
tisements, from the best adwriters in the 


count mailed for 50c, in coin. 
NOC ADV. CO.. CO.. Dept. C, Findlay, Ohio. 


mIGINAL IDEAS, advice 3, advice and oturiine. Any 
G. GRIFFITH CLA 
4 150 Nassau Street x 7. 
Room’ 637 


a 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(©@@). 253 Broadway, New York. 


SPECIALIZED PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (©©). 253 Broadway, New York. 
—_+o+—___—_ 
CLASS PUBLICATIONS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@©). 253 Broadway, New York. 
+o 





DESIGNERS AND ILLUSTRATORS. 


ESIGNING, illustrating, engrossing. jumi- 

. OD ving, lit ogra’ —_ wey ts int 

ing. T KINSLEY Do, B’way, N. Y. 
PRINTING. 


RINTING at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. 


CEDAR CHESTS. 
OTH-PROOF Cedar Chests—Made of fragrant 


inst moths. Prices low. Send for booklet. 
PIEDMONT FURNITORE CO.,, Statesville, N.C. 
——$_+9—__—— 
SUPPLIES. 


D. WILSON PRINTING INK CO., Limited 
e of I7 Spruce 8t., New York. sell more mag- 
azine cut inks than any other ink bouse in the 


trade. 
Special prices to cash buyers. 


F® EE sample of Bernard’s Cold Water Taste 

will be sent to any publisher, paper-hanger, 

paeteareghes, fen Fae asf Leper pute ged 

0 uses any p d will text its 

pam A NRNARD'S AGENCY, T rribune Build- 
ing, Chicago. 


OXINE—A non-explosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Recom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale by the trade 
and manufactured by the DOXO MAN’F’G CO.,, 
Clinton, la. 





HOUSE-TO-HOUSE DISTRIBUTION. 


Pg yt selling through the trade and 

rms can secure prompt and 
satisfactory returns through my National Dis- 
tril buting Service, which guarantees an honest, 
judicious. house- to-house distribution of adver- 
tising matter any where in the United 
My distributers are bonded 
work their exclusive business. No boys. Write 
for particulars. 

WILL A. MOLTON, 

National Advertising Distributer, 
Main Office, 442 St. Clair St., 
Cleveland, O. 


BOOKS. 


 - THAT PROTRCT_ 120. book mailed 
& A. B. LACEY, Patent and 
Trade-Mark emmte, Wamiiotn, v.C. 
Established 1869. 





PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 


WE print catalogues, book booklets. circulars, adv. 
matter—all k Write for prices. THE 
BLAIR PTG. CO., 514 Main St. Cincinnati, O. 


SS aes 
ELECTROTYPERS. 


W E make the electrotypes for PRINTERS’ INK. 
We dothe sop oye by for some of the 
largest advertisers in the coun Write us for 
rices. fa ie CRAWFORD & CALDER, 45 
Rose | St., New York. 


++ 
MAILING NG MACHINES. 


HE DICK MATOHLESS M/ MAILEY, lichtest and 

quickest. Price $12. Fr, VALENTINE, 
Mfr., 178 Vermont St, * Buffalo, N >. 
pantcrasttseu ker <. +: osppatetetbad 


ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stencil adaressing machine. A 

eard index system of addressing used by the 

largest publishers throughout the country. Send 

for circulars. We do addressin tet low rates. 

WALLACE & CO., 29 Murray New York, 

1310 Pontiac Blig., 358 Dearborn St. } Chicago, tl. 


fae: STANDARD AUTO ADDRESSER is a high 
addressing machine, run by motor or 

t power. System embodies card index idea, 
Prints visibly; perforated card used; errors im- 
— operation simple. Correspondence 80- 


B. F. JOLINE & CO., 
128 Liberty St., New York. 


eS Ee 
CARD INDEX SUPPLIES. 
HAT’S all we make. oo y patos are right. 
Sample sets and 
STANDARD INDEX Co CARD. Cc COMPANY, 
Rittenhouse Bldg., Phila, 
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MAIL ORDER. 


MADE $25,000 a year doing a_ mail-order 

business and started with $30. I can teach 

a. Send 10 cents, silver, for Mail Order 
uide. 


Cc. H. ROWAN, 
43 E. Adelaide St., Toronto, Can. 


OR SALE—AT HALF PRICE—ONE NEW 
RAPID ADDRESSING MACHINE, with all 
for or wrappers: also 

a7pewriter for. "making ‘the stencils. Address 
Mr. ASHER, care Sears, Roebuck & Vo., Chicago. 


AIL-ORDER MEN—We manufacture three 
a of the — selting noveltiesmade. We own 
the patents. W direct to mail order houses. 
Biz profit. ‘Don's vearauey ted aed for pricesand 
samples. CO., No,~ 561 
Sout. Dicadk 4 cnet 


gee ADVERTISERS—Try house to 
house advertising; it wi!l pay you big. Our 
men will deliver your circuwiars and cata jogues 
direct to the maii-order buyer. You can reach 
eee who never see a paper of any description 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and are ina position to pencpodvertns 
matter in the hands of any desired 
DISTKIBUTORS’ DIRKCTORY will be sent free 
of charge to advertisers who desire to make con- 
paged ge a the distributor. We guaran- 
00d Correspondence solicited, 
Nar ONAL seADVKRT:SING Cu., 700 Vakland 
Bank building, Chicago. 


+> 
>> 


ADVERTISING NOVELTIES. 


GENTS wanted to sell ad novelties; 25¢ com 
3 samples, !0c. J.C. KENYON, Owego, N. ¥ 


W RITE for sample and price new combination 

Kitchen Hook and Bill File. Keeps your aa 
before the housewife and business man. THE 
WHITKHKAD & HOAG Cu., Newark, N, J. 
Branches in all large cities. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. ey're attractive, sub- 
stantial and and cheap. Sample, a World’s Fair 
souvenir. 
WICK HATHAW AY’S C’RN, Box 10, Madison, 0. 


The latest nov- 
Color Barometers. gg 49 
maiied in 6% envelope, penny postage. $25 per 
1,000. ineInd imprin Send 1 10e. for sal = 
FINK & SON, 5th. above Chestnut, Philadel phia. 
tm 


HALF-TONES. 


EWSPAPER HALF-T‘ pte § 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash ‘accompanies the order. 
Send for samples 
KNOXVILLE ENGRAVING CO.. Knoxville, Tenn, 
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IMITATION TYPEWRITTEN LETTERS. 


MITATION Typewritten Letters of the highest 

rade. We furnish ribbon, matching ink, 

free. Samples for stamp. SMITH PTG. CO., 812 
Broadway, Toledo, Ohio. 


POST CARDS. 


ALF TONES made from photographs of ho- 
tels, local views, business sy 
suitable for brining on cards. Also print 
t_ cards, Prices ans samples furnished, 
TANDARD. 61 Ann 8t., N. Y. 





—_—__+o+—__—_ 
TYPEWRITER RIBBONS. 


THEMOST ECONOMICAL WAY 


oT ny sheet, ae jonny me etal reine ne 
Coupon sheet good for ” for 
$2; a new ribbon as n & ZU- 
GALLA, 100 Gold Street, New York. 





COIN CARDS, 
$3 1,000. Less tor more; any printing 
THE CON sae ae. “ Detroit. Mich. 
for $3. 10.000. $ rinting. 
1,000.cme Coin Sintier*Ce Co., Ft. A Mabison, la. 
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FOR SALE, 


OR SALE—Two Empire Type-Setting Ma- 
cnnee, 10 and a point, with type. Both now 

room Prices VERY lo 
eTr PIuNTING Co., Rochester, N. Y. 


Fe! SALE—One Potter Angle Bar Ferfecting 
with stereotyping machinery. Prints 
seven columns, 13 ems. ‘or selling, re- 
placing with Hoe 24- pare pres 
“ THE BEACON,” Wichita, Kansas. 


‘OR per in desirable , independent weekly news- 
paper in desirable central New York village 
of 2, em Termsreasonable. Good run of 
ob work. Nearest city competitor 30 miles away. 

‘irst-class mechan ical equipment. Address Box 


211, Utica, N. 
S. 200 BUYS pod » established and, a 1 
ww news r and job of- 
fice tae feunentie tone 1, Se population, No 
=e nets 31.200 per annum. $1,200 
down. Don’t hos ule ame on? pecan business, 


'. 
____ Smithville, Tennessee. 
OR SALR, at a bargain, Scott Ro Web 
Printing and Folding Press, U. x 0. 4 
four or eight 20-inch columns; sk 12,000 pe: 
our, Has been = in Daily Globe office fo for 
the past four good as new, exce} 
natural wear. mplete stereotypi plant goe 
with it. poe for qollies. circulation _ os 


grown its capacity. If interested, addres 
SOPLIN GLOBE TBI ISHING 00.. Soplin, Mo. 


OSS WEB hwy sh AS FOR SALE 


We offer ® Ly ny Straight-line Web Perfect- 

in yy t by the Goss Company 3 rints 

ad ~ oe "se pages ; speed. 000 copies an 

Is in first-class condition, ae does fi 

aa ‘work. Cost $14,000. If taken gp ene 

we will sell this press, complete, with stereotyp- 

ing plant, for $4,500, f. o. ~ cars in Topeka. Of- 

fered at this very ‘low pri nag use we have 
contracted for a — a Address 

HUR CAPPER 


Publisher Daily: Capital, Topeka, Kansas, 


—_ +o» 
TRADE JOURNALS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O@). 253 Broadway, New York. 


ae Rt ESTATE,” Amsterdam, N. Y., circu- 
lation 3.000, for real estate dealers and 
owners; $1 a year; names of buyers each month, 


ccteemmnmesifiGiGecsionmnes 
ADVERTISING MEDIA, 


CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa, 


gry SunDAyY Times, Richmond, Me. Want ads, 
lines, 25c. each insertion. Copy free. 


HE Begg, Danville, Va. Only evening rin 
T field. Average circ’n, February, es 

ORTH and South, “22Business_ Bringers.” 

THE RELIGIOUS PRESS ASS’N, Phila., Pa. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 
ARDWARE DEALERS’ MAGAZINE Circu- 
lation 17,500(@@). 253 Broadway, New York. 


HE EVANGEL. 
ranton, Pa. 
Thirteenth year; 20c. agate 


NY person advertising in PRINTERS’ INK to 
the amonnt of $10 or more is entitled to re- 
ceive tne paper for one year 


'WENTY grocers mp food products to 
10,000 consumers in Troy ane a Miami 
County, Ohio. ‘The RECORD reaches 70 anf cent 
of them. Only daily One propriat: ion only 
necessary. Send for rate r rate card. 


66 ATLANTIS, » the only daily Greek n 

per in America; established 1894. 
cent a copy; reaching a colony of 300,000 Greeks 
in America. One inch daily costs — a & 
wide field easily and 1 economically reac: 


RABTREE#’S CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 50.000 circulation guaran- 

teed, proven; 200,000 readers. Best medium 
South for mail-order and general aavertiaie, 
Rate, 15 cents a line for keyed ads. No proof, no 


Je 
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PAPER. 


B BASSETT & = a pt 

45 Beekman St.. New York 
Coated papers a specialty. Ad 

White for. high-grade catalogues 


ice ae" Asal 
MAIL-ORVER NOVELTIES. 


RITE to-day for free *‘Book of Specialties,” 

an illustrated catalogue of latest imported 
— domestic novelties, watches, plated jewelry, 
cutlery and optical goods—wholesale only. 
SINGER BROS., 82 Bowery, N. Y. 


} Perfect 


ADDRESSES FOR SALE. 
Oe DIRECTORY of all Wilmington 
business men and houses. $1.00. 
ae DIKECTORY CO., Wilmington, Del. 


1,00 NAMES farmers on rural routes, 

9 — dey & Wis. Eight com- 

plete lists, recent: ured by personal canvass. 

Only lists ‘obtainable. = 

“POST,” Waupaca, Wis. 

he 000% Rural Housekeepers or other names, 

100, 20c. Any part of country, or 

endttored like Koch's wives! Compiled in April. 

at TGLEASON, 245 Prospect Place, Brook- 
lyn, N. Y. 

———___ +> 


ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writesadvertising—your way—his * way. 


ows CUTS and advertising copy for your line 
cheap enough by our method. ART 
LEAGUE, New York. 





A oes. WRITING— ~pething more. 
Been at it 14 yea 
JED SC ‘ARBORO, 
557a Halsey St.. Brooklyn, N.Y. 


ENRY FERRIS, his 

Advertising Writer and Adviser, 

Drexel Building, Vhiladelphia. 

627 Temple Court, New York. 
JUST surtcee 

an who sorely NEEDED vastly BET- 

TER ADVERTISING also WANTED IT!! Just 
try to picture such an utterly impossible situa- 
tion, If that time ever should arrive (which it 
won’t), the business of tens of thousands of short- 
sighted merchants all over the land would 
quicken to an extent that would do two things— 
First: It would profoundly astonish them; 


and 
Second: It would set many to wondering why 
they had been so obstinately and unprofitably 
blind to the real potencies of pertinent publicity. 
1 use samples of my work to innoculate “ such 
— with “ wanton-ness,” and with some 


“Would you like me to try some of them on 


7 I jm queeeweeioy of advertising “things.” 
No. 38. FRANCIS 1.MAUL MAULE, 4 402 Sansom St ,Phila. 


A A VALUABLE BLE EXPERIENCE. 


I have been planning and writing advertis- 
ing for fifteen years. What I know is the result 
of actual experience—not theory. In this time | 
have written thousands of eds, and have never 
had but two rejected. One of those was fora 
business I knew nothing about, and the other 
was for a party who knew nothing about adver- 
tising. My copy has sold gonads. One man writes: 
“Your copy always makes interesting reading.” 
Another says: “Your ideas are bright and 
crisp.” All work—except mere clerical work—is 
done by me personally. I do not peddle it out to 
cheap help. You get the benefit of my long ex 
perience in every adi write. If you have a 
good, clean business in which you thoroughly 
believe, I shall be glad to work for you. I have 
been on the “inside” of a large manufacturing 
business fora number of years, and add to my 
ability as a writer a thorough knowledge of 
business as it really is. 

A. B. MERRITT, 
Grand Rapids, Mich. 


mark 
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PREMIUMS. 


RRMAASLe goods are trade builders. Thou- 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale ceaiers in es, and kindred 
lines. 500- e list ee llustrated —ee, 
eT anaually, issue now ready; free, 

F. ERS CO.. 46w, 48-50 52 Maiden Lane, N.Y. 





TIN BOXES. 


ie you have an ain, rractive, handy pac acinge you 

will sell more fin* and get beter ices for 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, ar and preserve the 
contents. You can bay in one-half gross lots, and 
at very low prices, the folks who 
make the tin boxes fo 1 Cascareta Huylers, Vase- 
line, Sanitol. Dr. Charles Flesh Food, New-Skin, 
and, in fact, for most of the “big .” But we 
poy, "just as much attention to the “little fellows.” 

ter send for our new illustrated catalog. It 
contains lots of valuable information, and is 
free. AMMRICAN alg ame COMPANY, 11 
Verona Street, Brooklyn Y._ The largest 
maker of TIN BOXES outside the Trust. 


ADVERTISING AGENCIES. 


C’eoRMAN AGENCY, 1 Madison Aye., N. Y. 
Medical! journal advertising casbnsively. 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San san Francisco, Cal. 





foe, 44 Broad 


DSSS; , Advertisin 
ston, Phila, etc. 


N.Y. Private vate wires, 
N 


AIL order atvertiing a specialty. THE 

STANLEY DAY AGE '¥ AGENCY, Newmarket, N.J. 

[HE H.L IRELAND ADVE ADVERTISING AGENCY, 
(Estabfished 1890), 


925 Chestnut i Street, Philadelphia. 


Oty ie .LCO. Established 1895. Los 
Angeles, California, U. 8. “3 Newspaper, 
magazine, trade paper advertising 


IONEER ADVERTISING CO., Honolulu—Cos- 
2 tion makes “ge i years’ 

perience valuable. New yarn, illboards, 
walle. distributing, mailing b 


A LBERT FRANK & CO., 25 Broad Street, N. Y. 

——. Agvertising joonte. Established 
1872. Chicag: iladelphia. Advertis- 
ingof all kereds placed: u onayeut of the world. 





ARNHART AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save advertisers by advising judiciously 
newspapers, billboards, walls. cars, distributing. 


D"hviting this sean avi om, m2 is most 
vitd ads 


ng. —? can i mediums, 
and h them hy THE DES- 
BARATS ADVERTISING WGENOY, Ltd., Mon- 


a 


8,000,000 Circulation ! 


What a Lie That Is! 


me... Liar Magazine ought to have that 
ony, but it hasn’t. owever, you 
woul d be surprised at the results you 
would get fron an advertisement in it. 
The circulation is not large, but reaches 
every State and Territory in the United 
States, and we don’t charge fora large 
circulation. Send us check pee $3.00 
and we will give youa HALF PAGE ad, 
just to prove to you that what ws say is 
true. Forms close 10th of each month 
for the sucoeeding month. 


LIAR PUBLISHING CO., 
Cut Rate Dept., Traverse City, MICH. 


A Souvenir that your wtfe will appre- 
ctate sent on receipt of 25 cents, 
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THERE’S ONLY ONE 


High Water Mark Circulation. There's only one “Letter Shop.” 
There’s only one Franklyn Hobbs, 


That's Franklyn Hobbs, Himself, 
TH f BILLBOA R D Composer and Editor of Advertising Letters 
America’s leading theatrical weekly, A N D H E ’S STI LL 


rinted and circulated 
. r At the “Letter Shop” 


25,187 Copies Inthe Caston Blok, Cheng 


For its issue dated March 18, 


And the demand is still growing. RATE 
ADVANCES TO I6c. MAY I. 











NEW JERSEY’S 














O oO} LEADING GERMAN 
E as TR and NEWSPAPER 





vicinity. Advertisements in Reach out to the great German Popula- 

{ h jo of cer 3 nh seg a, ree the 

columns 0) ie New Jerse; "eve ung. 

The B e@ Il Te e Pp one Newark is the largest ctey in New Jer- 


sey, having nearly 300,000 population. It 


Directory of Philadelphia isTamous or its extensive manufactur- 


ing, mercantile and other industries. 


i i- About 100,000 of its people—one-third— 
Have = persistency gee are thrifty and prosperous Germans. 
tively unequalled. Times 


handled Don’t Overlook 


100,000,000] |THE FREIE ZEITUNG 








It is New Jersey’s most important— 








most progressive—German Morning 
































WANTED-—By one of the It'reiches more German’ readers and 
largest advertising agen- — aily 
cies in the city, bright, intel- ned Tor tise sale of your product by 
ligent young man in the esti- is bringing splendid veturns for tts Ang 
8 5 

mating and copy-forwarding Our rates are very rensonable. tii 
department. Must be quick eh, sae statements, etc., on 
at figures, have executive 
ability and be well recom- NEW JERSEY 
ménded. Address EXECU- FREIE ZEITUN Cc 
TIVE ABILITY, care P. O. ESTABLISHED 1858. 
Box 426, New York City, NEWARK, N. J. 
stating age, salary expected, 
etc. 

Photo Engravers. Designers. Electrotypers. 





Ohe Standard Gngraving Co. 





61 Ann Street, New York. 
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888 Replies 


Out of a Possible 2,000. 


have frequently told the readers of Printers’ 

Ink that the Ethridge Mail Drummer System 
would produce more inquiries and orders from a 
mailing list than any other system yet devised—and 
ata smaller cost. Here is a striking instance of 
the truth of this statement. One of the pieces of a 
Mail Drummer series we issued for the Conklin Pen 
Company, of Toledo, Ohio, was a fac-simile type- 
written letter, which went out March 23d to a list of 
2,000 names. Up to this writing (April 3d) 888 
responses had been received and they were “still 
coming in.” 
If you want to get responses from your advertising ; 
if you want to get orders and inquiries that will lead 
up to orders; if you want to find out why people are 
not buying your goods, but are patronizing your 
competitors—mighty valuable information, by the 
way—we have the system which, at a reasonable 
cost, will produce this result. Write—on your letter- 
head—for descriptive booklet and information. 


THE GEORGE ETHRIDGE COMPANY, 


Thirty-three Union Square, New York City. 
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Economical 
Advertising 


A small list of the best papers in a compact territory, 
that can be watched and cared for closely. 








ANSQNIA. 


Acity and surrounding territory, 
with a population of 30,000. 


The Sentinel, 


EVENING, 





—— 


BRIDGEPORT. 


Most active and remarkable manufactur- 
ing city in New England. 


The Post, 


EVENING. 


Telegram Union 


MORNING, 





HARTFORD, 


The capital of Connecticut. 


The Times, 


EVENING. 





NEW HAVEN. 


Largest cityin Connecticut. Great variety 
of industries. 


The Union, 


EVENING. 


The Palladium, 


MORNING, 





NEW LONDON. 


Principal city in this part of the State. 
Two very important papers, 


The Day, 


EVENING. 


The Telegraph, 


MORNING. 


MERIDEN. 


The famous Silver City is growing rapidly. 
This is its leading paper, 


The Record, 


MORNING, 











request. 





E. KATZ, Temple Court, New York, 


Represents Ansonia, Bridgeport, New Haven 
and New London. 


Start Your Advertising 
in Connecticut. 


I shall be glad to furnish plans and-estimates for Connecticut, upon 
Write for particulars. 


Ww. F. HAMBLIN, 
GEO. P. ROWELL & CO., 10 Spruce St., NEW YORK CITY. 
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TEN CENTS A LINE 


A Record of Forty Years. 
Returns Received by 


GENERAL WANT” ADVERTISERS 


Prove the Assertion that 
The Minneapolis TRIBUNE 
Is the Best Investment 
Among Newspapers of the 
United States having a 


Circulation of 


100,000 
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NOTES. 


A FORCEFUL little booklet on burglary 
insurance comes from the National 
Surety Co., 346 Broadway, New York. 
Indications of cost and methods of in- 
suring would have amplified the argu- 
ments. 


To index its many excellent little 
thumbnail catalogues of heavy machin- 
ery, the W. Hunt Company, 45 
Broadway, New York, has issued a bro- 
chure briefly describing all its lines, to 
serve as a clue in ordering catalogues. 


TweELveE display ads from Kent & 
Cooper, Ltd., 53 Long Row West, Not- 
tingham, England, contain terse argu- 
ments for the firm’s pianos and organs, 
The series was prepared for insertion in 

rovincial papers by W. Sears, 

ondon. 


TELEPHONE pads are the special pro- 
vince of printers as advertising novel- 
ties. The job department of the Semi- 
Weekly News, Portage la Prairie, Man- 
itoba, distributes neat pads to all the 
telephone booths in that town, printed 
on conspicuous yellow paper with a line 
or two regarding good printing. 


A SAMPLE card showing 130 distinct 
shades of colored braids, with the name 
and number of color opposite each, is 
a practical piece of advertising matter 
for distribution to retailers, enabling 
them to order and to determine the 
colors of others goods thereby. It is 
sent out by the Castle Braid Co., 552 
Broadway, New York. 
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Tue Rochester Post Express printing 
department issues a vest-pocket memo- 
book and diary three times a year, with 
blanks for four months’ daily comment, 
postal information and other things that 
belong in the vest-pocket of a busy man, 
It is an excellent novelty. 


THE elephant is big, and attracts a 
lot of attention at the circus, but when 
it comes to entertainment the little 
monkey beats him a mile. A little ex- 
pensive advertising feature thoroughly 
neglected by the average business house 
is the envelope slip—James E, Shaw, 
printer, Buffalo, 





A NEw appeal in electricity advertis- 
ing is a booklet for physicians, nurses, 
dentists, etc., issued by the Beacon 
Light Co., Chester, Pa. It shows the 
application of ordinary lighting current 
to heating pads, water heaters, instru- 
ment sterilizers, compressed air ap- 
paratus, etc., and dwells upon the value 
of incandescent lamps over gas in sani- 
tation. 


Any one who knows the interest that 
stockmen take in famous prize-winners 
will appreciate the advertising value of 


a book just published by the Wilbur 
Stock Food Company, Milwaukee. From 
horses to Angora goats, and from 


Chester White boars to White Minorca 
angen the world’s blue-ribbon holders 
ave been photographed, many especially 
for this publication, and the whole made 
the background for a treatise on feed- 
ing. The 160 pages contain a mass of 
valuable information. 





RUNNING A RISK. 


Printers Inh Jonson, New York, N.Y. 


Orrice or “Tue Newspaper,” 
Paonia, Colo., March 29, 1905. 


Degar S1r—Please ship a roo-lb. keg of news ink that will give me a good 


print on paper, copy of which I mail under separate wrapper to-day. 


20 lbs. of good 


book ink to run a book containing many half-tone cuts. 


I also want 
Other ink 


men tell me I cannot do good work with your inks, but, ek x I am going to try. 


Very truly, 


. T, Rawatt, Pub’r. 


For eleven years I have stood the taunts of my fel- 





low ink men, realizing that they were spurred on through 


jealousy at the inroads I was making on theirtrade. Last 
year I averaged two new customers for every working 
day, which is a very good showing, considering the fierce 
competition I am up against, also the fact that I employ 
no agents, run no branch houses, and demand cash in 
advance for my goods. When my inks are not found up 
to the standard, the money is refunded along with the 
cost of transportation. Send for my price list. Address 


PRINTERS INK JONSON, 
17 Spruce St., ~ - - New York. 
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BY GEORGE ETHRIDGE, 


CRITICISM OF COMMERCIAL ART 


It doesn’t improve scenery any 
to run white lettering all over it. 
Neither does a palmy landscape 
afford an appropriate background 
for the text of an advertisement. 
That is the chief trouble with the 
railroad ad marked No. 1. The 
lettering and the scenery run to- 
gether and the result is extremely 


MexiCO- 


JUNTAIN ROUTE 
& PACIFIC 
mNATIONAL 
T NORTHERN 


~ NATIONAL RAILROAD 
OF MEXICO 


J Gite Fereewer®, 8.9.0... hieage, SY 





No. |! 


unfortunate. The patient ox with 
the queer cart behind him would 
make an interesting picture if he, 
too, were not tangled up with the 
rest of the advertisement. A far 
better result is achieved by keep- 
ing the landscape with the rest of 
the picture and providing white 
space for the text as in No. 2. 





No2 


The original advertisement illus- 
trates the peculiar tendency of 
advertisers to get into a rut. Near- 
ly every railroad advertiser seems 
to think it necessary to have a 
solid half-tone plate with lettering 
on it. Different division passenger 
agents use the same advertisement, 
and this necessitates a mortice in 


COMMERCIAL ART CRITICISM 


READERS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGE! 


33 UNION SQUARE, N.Y. 





MATTER SENT TO MR ETHRIDGE. 





the plate into which names and 
addresses may be set up. This al- 
ways makes a bad appearance, and 
it is strange why so many rail- 
roads follow bad leadership in this 
and other respects. 

* * % 

The Mastic Mixed Paint adver- 
tisement reproduced here is one of 
a series upon which criticism is 
asked. This is from a proof book 
of newspaper ads, electrotypes of 
which are furnished to retailers 
by the manufacturers of the paint. 
The series is, in many respects, a 
good one. Nearly all of the ad- 
vertisements show a certain crud- 
ity in drawing, but the man who 





‘The'man who ‘puts on sh avira pd rele 
Mastic fo carefully ~—y 
only pure 






that long tie) is iste any 
and weather wit 





ancun, aed 


RE ae a REE 
(“The Hind That Laste” 

Mastic paint flows frecly from the brush and produces 

@ beautiful fivish that retains its bigh gloss and color, 

——* the action .of the elements in all eli- 

Doesn't peel, scale or chalk off when applied 

aes lirections. Ai cal taaaaeas 


PEASLEE-GAULBERT Co INC., 
LOUISVILLE, KY. 











is responsible for the ads had the 
right idea. It is better for ordin- 
ary newspaper work to have 
crudity in drawing, than cuts that 
won't print and show up well. In 
the average newspaper a rough 
drawing of strength and clearness 
often looks better than a very fine 
piece of work which will not stand 
poor press-work on cheap paper. 
* * * 

This Twentieth Century Spring 
Bed advertisement occupies a 
quarter page in current magazines. 
It is a queer sort of mixture. Or- 
namentation and scroll-work is out 
of place in an advertisement of 
this kind and size. The picture 
of a section of the springs may 
be a good thing, but if there were 
less useless ornamentation(?) 
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there would be more room for the 
bed and for the type—something 
that is sadly needed. Over at the 
left there is a gentleman apparent- 
ly garbed in a bath robe who is 
trying to push the scroll-work out 
“{f you nta good niphts sleep 








d, = he 
O*°CENTURY “tessa 8! 
a og way so that he may clamper 
over into the advertisement. What 
he has to do with the case is not 


clear. * 
Here is a little ohio machine 
newspaper advertisement upon 


which criticism is requested. This 
seems to be one of a series of ad- 
vertisements which is appearing in 
Philadelphia newspapers, and the 
picture, or rather the three little 
pictures, presumably appear in all 


Washday! 


strenuous a ashton to alt who : 
tol over tub and was 
ruin their precious h 

How easy a day ton those who use. 
the celebrated 


“Paragon” Washer 
Dar {hesal! lial 









It cleans quickly ard thoroughly, 

saved ye labor, ~—— and 
Cansot leak. Always ready for 

No more backaches at nightfall none 


of the usual “was ays frowns” to 
greet husband and to ly at supper 
time. but a “sunny.smile” instead. 


pana Wringers, cold and heat- 
Write at once for booklet; don’t delay it! 


EMILR. BECKERT, 28S, tt 


advertisements. This ad 
reads well, and the three pic- 
tures showing the woman at 
Q a. m., II a. m. and I p. m. are 
intended to tell a story by them- 
selves. The trouble with these is 
that they are too small. They are 
apt to be passed over without tell- 
ing their story. This advertiser 
would do better to use a double 
column space instead of single 
column, increase the total space 
about one-half and utilize the ad- 
ditional space with larger cuts. 











the 
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NOTES. 


Some wise rules for mail literature, 
drawn from long experience, are em- 
ied in a booklet, “Experience 
Teaches,” from’ the Trade Circular Ad- 
dressing Co., 125 Clark street, Chicago. 


THE Denver Chemical Mfg. Co, have 
issued a litt.e pamphlet warning users 
of their —product—Antiphlogistine— 
against substitutes. A red devil on the 
cover page of the pamphlet is labeled, 
“The Original Substituter.” 


“Tue Selling and Advertisi Prob- 
lem of the Manufacturer” is the title 
of an attractive little booklet issued by 
the Wilcox Company of New York, 
explaining the services they render to 
advertisers in preparing copy, devising 
plans, etc. 


A HEALTHY PrinTERS’ INK baby hail- 
ing from Denver bears the title ‘ ‘Sayings 
and Doings of the Club.” The 
second number of the paper, dated 
February, contains contributions from 
M. Wineburgh of the Omega Chemical 
Company, Maurice Switzer, ee 





manager for Wilson’s whiskey, 

others. The new paper is re x7 
W. E. Bridgman, assisted by J. T. Ser- 
eant, W. A. Edwards, and L. 


urray, all of the Ad Club of Denver. 


A SIXTEEN-PAGE booklet issued by 
Calvin Dickey, 90 Washington street, 
Chicago, is full of good talk about rent. 

property. The booklet is entitled. 
Enivace Real Estate—How to Make it 
(More Profitable” and sets forth in @ 
convincing way the services that Mr. 
ickey can render property owners. 
The advertiser emphasizes his “er 
ments by relating incidents from his 
personal experience that tend to prove 
po point he is trying to impress on the 

er. 


Tue English Woolen Mills Co., 
tailors and woolen merchants, with 
stores in Cieveland, Detroit, Cincinnati, 
Louisville and Dayton issue a sixteen- 
page pamphlet to advertise Spring and 
Summer styles in made-to-order cloth- 
ing. The cover design, showing on a 

id gold back-ground a group of men 
surrounding a ballet girl, dressed in red, 
can hardly be called artistic and might 

possibly prove objectionable to some 
Of the English Woolen Mills Co.’s 
clerical customers, but the pamphlet as 
a whole is not without merit. 


Printers’ Ink has received from A. 
C. Davis & Co., grain commission mer- 
chants, Kansas City, an eight-page 
pamphlet entitled “Let’s Acquaint- 
ed,”” accompanied by a letter asking. 
“What do you think of it?” Pre- 
suming that the object of the pamph- 
let is to increase the trade of A. 
C. Davis & Co., the Litt'e Schoolmaster 
is constrained to say that he fails to 
find in the pamphlet in question any 
reason given that would be likely to in- 
fluence a possible customer to do busi- 
ness with A. C. Davis & Co. Out of 
the 204 lines that the pamphlet con- 
tains only 79 have even the remotest 
connection with the commission business, 
and of these 79 lines less than half have 
anything to do with the particular busi- 
ness conducted by A. C. Davis & Co. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Tue West Vircinia “News.” 
West Virginia’s hgotion, Weekly. 
Wm. A. Blake & Son, Publishers, 

Books open to all. All home print, 

RONCEVERTE, W. VA., Mar, 23, 1905+ 
Editor Ready-Made Department: 

Dear Sir—Would you consider the 
enclosed ad of the Bob Smith Hardware 
Co., a good one as a business bringer. 
The News is one of the few country 
weeklies that make the interests of 
each advertiser its own and edits its 
advertising columns as it does its news. 
The writer has been a constant reader 
of the Little Schoolmaster for a num- 
ber of years, and in so.iciting advertising 
for the News he is never turned away 
by the merchant who “has not the time 
to write an ad,” but offers to write the 
ad and bring it to him for any aitera- 
tions he (the merchant) may see fit to 
make. This ad was written in the News 
office, but some things were added by 
the merchant which the writer would 
not have inserted had it been his own 
advertisement, but has no ground for 
thinking that these additions either de- 
teriorated or enhanced the effectiveness 
of the ad except his own personal idea. 
If you see fit the writer would be 
pleased to have you criticise the ad in 
an early issue of PRINTERS’ INK. 

I consider the ‘‘Ready-Made Adver- 
tisements” and “Business and Store 
Management” departments among the 
most valuable features of the “Little 
Schoolmaster” and hope they may never 
be discontinued. 

If the enclosed ad or any other ad- 
vertising product of the News office has 
any merit Printers’ INK has made it so. 

Yours very truly, 
Wm. B. Brake & Son, 
Per Wm. B. Blake, Jr. 

“The Ready Made Man” hereby 
makes acknowledgement of the 
compliment paid to his department 
and hopes that the fellow who 
runs the Business Management de- 
partment, who means well and is 
doing the best he can, will not take 
it to heart because his department 
was mentioned last. ; 

The West Virginia News while 
comparatively a small paper, is 
clearly not running along the nar- 
row gauge lines that mark the 
course of many a larger sheet. 
In paying some attention to the 
needs of its advertisers it is doing 
just what Printers’ INK believes 
every paper ought to do, and what, 
sooner or later, every newspaper 
worthy of the name will have to 
do in some degree. 

A great deal of space has lately 





been devoted to the promulgation 
of this idea, because it seems likely 
that the usefulness of this depart- 
ment can be greatly increased if 
local publishers will study it, as 
well as other departments, tor the 
mutual benefit of their advertisers 
and themselves. Recent communi- 
cations from publishers show that 
the effort has not been in vain, and 
that while many of them are ren- 
dering a very acceptable copy ser- 
vice by the aid of this department, 
more and more are awakening a 
new interest among their advertis- 
ers, and possible advertisers, by 
having PRINTERS’ INK sent to them 
each week, furnishing not only 
valuable suggestions, which are 
usable without change, but supply- 
ing food for thought and material 
on which to base excellent original 
advertising ideas. 

The Bob Smith Hardware Co.’s 
ad is a timely one. It occupied 
a space of eight and a half inches 
by five columns, and the body was 
set in twelve point Jensen well 
leaded, making it very easy to 
read. It might well have said as 
much in fewer words, but the 
chances are that it was read by 
every woman who saw it and that 
it paid. 

The body, as reproduced below, 
was flanked on one side by a list 
of useful household articles under 
the heads of “Some Specialties on 
Our Five Cent Counter,” and 
“Some Specialties on Our Ten 
Cent Counter ;” and on the other 
side by some good talk about 
building materials, plows and 
enameled ware. 


SPRING HOUSECLEANING 


How One Lady Will Do It Nicely. 

We know one housewife for ween 
Spring housecleaning will hold very 
few terrors this year. She will do the 
same work in less than half the time, 
and the worry usually attending this 
arduous task will be lessened a hun- 





dred fold. The reason is simple and 
her method may and shou'd be followed 
by every other housewife. t week 


this lady called at our stores and pur- 
chased a number of _ indispensable 
and inexpensive little articles from 

















our 5 and 10 cent counters, among 
which were several scr brushes, 
plenty of tacks, a small hammer, a small 
saw, a hatchet, a white-wash brush, 

nt brushes, etc., and a bucket of our 
iy ready-mixed paint, which she will 

nd plenty of use for; a quantity 
of poultry netting to be used for many 
purposes, including flower beds and for 
creeping — and several window-sash 


bedly ne i, 
These articles were all useful and 
necessary and the whole bunch of them 
didn’t cost very much, in fact you 
would be surprised at how little they 
amounted to. 

This was not all. She was wise and 
conservative and a business woman. 
She invested her money for household 
purposes as a capitalist would in a great 
enterprise; she was not “penny wise 
and pound foolish.’ She had found 
that the days of usefulness of her old- 
fashioned cook stove were fast coming 
to an end, and the trouble of stooping 
and bending over and around it was 
more than she could stand, besides it 
was a bad investment of energy and 
fuel to continue using it, so she placed 
her order for one of our handsome 
Foster Ranges, with hot-water tank and 
all modern improvements and conven- 
iences. By the way, if you have never 
had one yourself you don’t know what a 
convenient thing a good range is. This 
lady will not only find housecleaning an 
ordinary task, but will find housekeeping 
a pleasure the whole summer and for 
many years to come. She is one of the 
ladies who will find plenty of time to 
make evening calls and entertain her 
friends. Come, let us show you how 
easy it is and how little it costs to be 
as_independent as she. a 

We are from West Virginia but we 
can “show you” the goods and our 
prices speak for themselves, 

THE BOB SMITH HARDWARE CO. 
Ronceverte, West Va. 





Logs Carrtace & Suprry Co., 
Wholesale 
Saddlery & Vehicles, Blacksmith Sup- 
plies, Carriage & Wagon Hardware, 
Belting, Packing, Etc. 
120-122 Commerce Street. 

MontcoMery, ALA., Mar. 24, 1905+ 
Editor Ready-Made Department: 

Have only been a subscriber for a 
short time. Have not yet noticed any 
ads concerning vehicles, tools or harness 
lines. To settle some dispute I enclose 
copy of an ad in Advertiser, on whick 
I would like to have your expressions. 

Yours truly, 
Jutius K. Logs, 
Care Loeb Carriage & Supply Co. 

Few lines are so little or so 
poorly advertised as the harness 
and vehicle lines. “The Ready 
Made Man” has hunted high and 
low for such ads worthy of repro- 
duction, with only occasional suc- 
cess, and the man who sends a few 
to this department, either his own 
or another’s, will have the satisfac- 
tion of seeing them reproduced, 
with criticisms, or of knowing that 
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they were not considered worth 
the space. The ad referred to, 
which is reproduced below without 
the cut of a hand-saw which em- 
bellished it, is altogether too gen- 
eral to be good. The things that 
are said are all very well in their 
way, but the ad lacks the force of 
specific statements about certain 
tools; and “the right price’ means 
different things to different people, 
where figures would tell something 
definite that all would understand 
in the same way. 

It would have been better to de- 
vote the entire ad to saws alone, 
telling briefly the difference be- 
tween the. different grades, the 
sizes and the prices, with just a 
line or two at the bottom to say 
that you have all the other tools 
that a carpenter or other mechanic 
would want. Then in the next ad 
describe another line, and so on to 
the end of the chapter. If some 
tools are warranted and others are 
not, say so. If some that are not 
warranted are just as good as 
some that are, tell that. Make 
your ad informative, that’s all. 
Make it say the things that you 
would say over your counter and 
you won’t get very far away from 
good advertising. 


THE RECOLLECTION OF QUALITY 

Is the strong power that brings our 
customers back to buy again after they 
have once tried our tools. 

No matter what kind you are looki 
for in the carpenters’ and mechanics 
line you are apt to find it at our place 
at the right price. 

LOEB CARRIAGE & SUPPLY CO. 
The Store that Sells Goods Which 


Satisfy. 


One of Those “Big’’ Little Ones From 
the Washington (D. C.) Star. 











Avoid Typhoid. 


Carbonate water, milk and 


all other drinxables with 
“Sparklets.” They destroy 
germs—give life, snap and 
sparkle to still beverage. 


Cheaper and more satisfac- 
tory than buying all-ready 
repared waters, etc. Regu- 
ar $3 Syphons, $1.25. 


W. S. ble al PHAR- 
703 15th St., 
Washington, D. C. 
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Ractnz, Wis., Mar. 29, 1905. 
Editor Business and Store Management, 
Printers’ Ink Publishing Co., 10 
Spruce Street, New York: 
Dear Str—We have read your paper, 
Printers’ INK, with much interest an 
rofit. My business, Insurance and 
eal Estate, cares for itself without so 
much advertising, but we sell _ 1st 
mortgage loans and we find it pays to 
advertise the loan feature, the matter 
is limited and we find we have to use 
a good deal of thought to talk on one 
subject and still have it new. We en- 
close a few of our efforts and would 
glad to have your opinion on some. 
Yours very truly, 
L. D. Mitier & Co. 


Accompanying this letter (which 
comes more within the province 
of this department than that of 
the one addressed) were six ads, 
of considerably more than ordin- 
ary merit, for the sale of mortgage 
loans. Two of them are reprodu- 
ced below and Messrs. Miller & 
Co. are invited to send others from 
time to time for similar attention. 





MAKE YOUR MONEY WORK 


Have you really considered the ad- 
vantages of our six per cent mortgages? 

They are as good as cash, you can 
borrow money on them at the banks, 
if you need money at anytime. : 

€ your money work by owning 

one of our six per cent loans. 

It will earn while you earn. 

A few of our mortgages now for sale 
—all earning six per cent interest: 





Loan Security 
© 500. 00000 $1,700 
PDsshsces 2,800 
ee err tr + 3,500 


Have you money to boan? 
L. D. MILLER & CO., 
431 Main St,, Racine, Wis, 
Under Merchants’ Hotel. 





“GOLD” MORTGAGES 


First Mortgages on Real Estate. 

Purchasers can buy large or small 
mortgages as desired. We can give you 
a $200 loan—$s500 loan—or $1,000 loan. 
We are selling these mortgages to 
savings banks, bankers, merchants, 
farmers, mechanics and cstates. 

Security is absolutely safe. If you 
don’t know about our business standing, 
we will refer you to the Manufacturers’ 
National Bank. We never had a fore- 
closure, nor a loss of a dollar, principal 
or interest. We have been selling loans 
for more than 16 years. 

Do you want 2 6 per cent loan? 


L. D. MILLER & CO., 
431 Main St,, Racine, Wis. 
Under Merchants’ Hotel. 
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How the Oneonta (N. Y.) Light and 
Power Co. Says It. 





Light With Gas. 


Clear, natural, wuite light, 
best for reading and close 
work, 

One mantle gas burner 
will illuminate your parlor. 
Two hours for one cent. 
As cheap as yellow-flame 
kerosene and much _ more 
convenient. Your neighbor 

uses gas, do you? 
LIGHT WITH GAS. 








A Good Prescription Ad, From the Fort 
Worth (Tex.) Evening Telegram. 





Confidence 

A great factor in any 
business, especially drug- 
gist’s. You must believe 


that we are competent, care- 
ful and conscientious, else 
you take your prescriptions 
and drug trade elsewhere. 
Do you wonder, then, that 
we are anxious to gain your 
confidence and more anxious 
to keep it? 


LACKEY’S 
Pharmacy, 


Haines’ Triangle. 
Fort Worth, Texas, 











Put the Name of the Thing You Want 
to Sell Into the Mouth of the Man 
You Want to Sell It To, and He 
Won’t Be So Likely to Ask for the 
Things on Which Somebody Else 
Makes All the Profit. From the New 
Haven, Conn., Register. 





Catarrh isa 


Dangerous 
Disease 

Do not let it develop into 
something that cannot be 
cured, 


Catarrh can be cured. We 
have a remedy that will re- 
lieve it immediately and 
cure it ultimately. 

Hull’s Catarrh Treatment 
No. 4. 
It is what the best author- 
ity in the land would order 
for you should you consult 
him. 

It treats the disease local- 
ly, as it should be treated. 
If you have catarrh in mild 
or chronic form you had. 
best have a talk with us. 
HULL’S CORNER DRUG 

STORES, 
Cor, Chapel & State. Cor. 


Howard & Congress Aves. 
New Haven, Conn. 














PRINTERS’ INK. 63 


Good Argument for a Painter. 





Good Painting 
Weather Is Now 


Here. 


No danger of blistering 
from the hot sun, no flies 
to make the job look lke 
a_war map. A house paint- 
ed now will look well a year 
longer than one_ painted 
when is is too cold or too 
hot. Let F. C. LANGE give 
you an estimate for honest 
workmanship. 75 Laurel st. 
Telephone, 1475. Hartford, 
Conn, 





Very Sensibly Said. From the Kansas 


City Journal, 





In Selecting a 


Diamond 


Remember that the first 
consideration is brilliancy— 
after that look for color, 
then look at the imperfec- 
tions and proportions. A 
small gem that is properly 
brilliant is worth more than 
one of the same co.or that 
is dead, although very much 
larger, 

We are alwavs glad to ex- 
plain the difference in dia- 
monds to those who are in- 
terested. 

JACCARD JEWELRY CO., 
1032 Main Street, 


Kansas City, Mo. 











Good Talk but Never a Price nor Even 
the Price Range. From the Leaven- 
Worth, (Kan.) Times. 


A Rubber Doctor 


The home without a Hot 
Water Bottle lacks some- 
thing that may be needed 
any hour of the day or 
night. A soft, yielding rub- 
ber bag that applies heat as 
nothing else can. Well 
wrapped, will keep warm for 
hours, 

Heat helps most any pain, 
Equalizes the _ circulation, 
relaxes muscles and soothes 
the nerves. With a_ hot 
water botte you can have 
heat at its best. No scorch- 
ing, even temperature. 
Those we offer are made as 
they should be—of finest 
rubber with reinforced. 
seams. All sizes and every 
size at a bargain. 

FRITSCHE, 
The Druggist, 
Leavenworth, Kansas. 














This Advertisement, Which in the Or- 
iginal Was Very Attractively Set and 
Well Balanced, Contained Two Good 
Shoe Cuts—a Low Shoe and a High 
One. Rules Were Used With Rare 
Good Taste, There Was No Crowding 
and the General Effect was Excellent, 
The Only Question is as to Whether 
or Not it Would. Have Been Better to 
Assign Some Reason for Such Very 
Low Prices, Even for Two Days, 





Special Sale 
Feb. 24 and 25 


Hundreds of Bisbee’s wise 


What More Fitting Than_for a Livery- 
man to Sell Horse Medicines—the 
Druggist Doesn’t Bother to Advertise 
Them. From the Danbury (Conn.) 








Our Horse Drug 
Store 


Is headquarters for all of 
Dr. Daniels’ veterinary rem- 
edies and preparations. 

The Oster Cocus rheu- 
matic liniment is the best 
thing known in its line. It’s 
good for man and beast, too. 
We sell lots of it to people 
who use it for their own 
rhewmatics as well as those 
of their horses. 

Everything that’s good in 
the horse, harness, carriage, 
wagon, sleigh and _ horse, 
stable and carriage furnish- 
ing line, may be found at 
the big Crosby street stable. 


PEFFERS, 
Crosby Street, 
Danbury, Conn. 

















News. buyers will secure $3.50 to 


$5 shoes at $2.95 during this 
special sale. This offer is 
made for two days only. 
The collection includes the 
best and latest styles in 
shoes of patent colt, patent 
kid, velour calf, vici kid, 
box calf, cadet calf and 
glace kid. 

Men’s $3.50 to $5 shoes 
at $2.95. 

There are heavy weights 
for bad weather, medium 
weights for street and gen- 
eral wear, light weights for 
dress—blucher cut and plain 
lace—singe and double soles. 
All Goodyear welts. Every 
pair in the entire line is 
new, fresh stock—all from 
leading manufacturers—and 
the assortment is complete 
including all sizes and 
widths. 

THE COPPER QUEEN 
STORE, 
Bisbee, Ariz. 
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McCLURE’S- 
“The Marketplace of the World’ 














OW many of the readers of McClure’s have considered 

what really stamps it as a first-class magazine? Doubt- 

less, you believe that its quality is fully shown in the editorial 
policy, in its articles, stories, poems, and pictures. 

This is only part of the truth. 

The advertising pages also form an index of character and 
illustrate the standing of a magazine. The advertising depart- 
ment of McClure’s has the same sense of responsibility to the 
public as the editorial department. 

The two are imbued with the same spirit. McClure’s 
constantly refuses advertisements which do not conform to the 
tone of the magazine. 

McClure’s does not accept advertisements of intoxicating 
liquors, of get-rich-quick schemes, of gold, silver, rubber or oil 
stocks, of patent medicines, or anything of a medical character 
or of an objectionable appearance. 

You do not see in McClure’s any of those advertisements 
which are intended to make people think that they will get 
something for nothing. 

It is not claimed that McClure’s has succeeded in bringing 
about a millennium in the field of advertising, but it certainly 
deals only with such advertisers as are believed to be upright 
in fairly presenting the material advertised and in giving the 
purchaser the worth of his money. 

The readers of McClure’s therefore know that they can 
depend upon its advertisements; they constitute an army of 
shrewd and ready buyers, and McClure’s brings to them offer- 
ings of the greatest manufacturers and merchants of everything 
desirable for life and happiness. 

Hence, McClure’s has been truly called “ The Marketplace 
of the World.” 


Manager, Advertising Department. 
(From McClure’s for April.) 








